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MR. HARDWARE 


WHOLESALER 
The retailer's best priend J 


Pe ad 


Wholesaler is indispensable to their business. Perhaps you don’t 
stop to think of that, so familiar is his day-in-day-out service. 
But down in your heart you know that he is your best friend. 


| Wrctecer si hardware retailers know that the Hardware 





The Hardware Wholesaler carries tremendous stocks of many 
thousands of items for your convenience. 


He enables you to order frequently, to keep down inventory, 


to make many turn-overs each year, to have a clean, fresh 
stock of ready-selling items at all times. 


He buys economically in volume, sells to you at a price that 
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gives you a satisfactory profit; and he ships promptly — fre- 
quently the day your order is received! 


Consider how impractical it would be for the average retailer 
to buy direct from the manufacturers all of the countless items 
that must be stocked—.the burdensome sales and bookkeeping 
costs involved! Direct buying encourages over-buying for the 
sake of price — and every dealer knows the danger of that! 


The Hardware Wholesaler is YALE’S friend, too — because he 
enables us to serve you promptly, efficiently, economically, 
wherever you may be. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONNECTICUT, U.S.A. 
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THE WOOSTER BRUSH co. « WOOSTER, OHIO 





with STANLEY 
TRACK & HANGERS 


“There's no better way to keep a big door rolling 








smoothly throughout its life than to mount it on Stanley 
Track and Hangers. Start with ‘Stanley Track, die-formed 
and straight as a die. Join it into an unbroken piece as long 
as you need, with Stanley Hold-Fast Clamps — the next 
best thing to a welded joint. Hang doors on Stanley Ball 


and Roller Bearing Hangers, with their two-way adjustment 





for perfect fit. You can assure carefree doors for the life 


of the building!” The Stanley Works, New Britain, Conn. 


STANLEY 


HARDWARE FOR CAREFREE DOORS 
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WITH NEW GLASS FILTER ROD 


UNIVERSAL presents a handsome, new complete line of Electric Ciel 


Coffee Makers, all of which feature a new method of Coffee filtration. 


The UNIVERSAL glass filter rod permits the coffee to come in contact 
only with glass. It eliminates the fabric and metal of usual coffee 
filters. The glass rod insures a fast filtering process and simplifies 
brewing. 

The glass bowls of UNIVERSAL Crystal Coffee Makers are enade of 
highest quality heat-resisting glass and are guaranteed against heat. 
breakage. 

UNIVERSAL Crystal Coffee Makers represent a wide assortment of 
models which are striking in appearance, moderate in price, and which 
include many sales-producing features. 


No. 6324, 4 Cups No. 22602 Ivoroy Price $8.50 
No. 6326, 6 Cups No. 32602 Black Price $7.50 
No. 6328, 8 Cups 6 Cups 

Black Trim 


a NEW BRITAIN, CONNECTICUT 


; 





No. 22604 Ivoroy Price $14.95 
No. 32604 Black Price $13.95 


6 Cups 


Attractive 





Display Stand 
No. 7942, 8 Cup Bowls No. 794, 8 Cup Bowls FREE 
Price $18.95 Price $39.50 to UNIVERSAL Dealers 
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" 1 MIR-O-LITE FREE 


with each order of 3 Remington Close-Shavers: 


A 37%% discount allows a sizable profit in any man’s market. 
But that isn’t all! In addition you get a fast-selling $7.95 Mir-O- 
Lite for nothing! Its non-glare light is the answer to a shaver’s 
prayer. It appeals to all women. It beckons buyers! It’s yours free, 
to sell at 100% profit! A sure-selling sensation: Shadow-free light 
from 60-watt bulb... Outlet for Remington Close-Shaver ... 
Utility drawer ... Seven-foot cord set... New push-type switch 

.. Adjustable oversized French ground mirror . . . Silver finish 

. Guaranteed all-metal construction ... Weighs 7 Ibs. 


OFFER EXPIRES NOV. 30 
REMINGTON CADET 


| PORTABLE TYPEWRITER FREE 


with each order of 6 Remington Close-Shavers: 


A real Remington! Popularly priced, made by the world’s largest 
manufacturer of portable typewriters. Put this grand gift on dis- 
play and it will be off and out before it has gathered a day’s dust. 
Complete with carrying case. Sells itself at $22.45. And you get 
it free! Never before has there been a typewriter at so low a cost 
with all these features: Prints capitals and small letters... Prints 
punctuation and numerals... Four-row keyboard like big office 
models... Type guide for true alignment up, down and across 

.. Ribbon reverse... Handsome leather-grain carrying case. 


QUANTITY UNLIMITED... TIME LIMITED ... OFFER EXPIRES NOV. 30 


QUANTITY UNLIMITED ... TIME LIMITED... 





@ Maybe we are crazy to offer a double-header deal 
like this—with our factories already running 
night and day to keep up with demand—with you 
dealers coming into the selling season when you 
least expect any special inducements. 

Crazy or not, gentlemen, this double-header 
deal stands! And when you declare yourself in, 
you’re on your way to real profits. You'll have 
shavers that will sell as fast as they will shave. 
Shavers that are made by the world’s largest 


manufacturer of electric shavers. Shavers that 
are heavily advertised in the country’s leading 
national magazines. Shavers that are backed 
with a more-than-generous cooperative adver- 
tising and dealer-help plan. 

Yes, gentlemen, maybe we’re crazy for offering 
such an attractive double-header deal. But, 
honestly, we think you’re crazy if you don’t get 
in on it this very day! General Shaver Division of 
Remington Rand Inc., Bridgeport, Conn. 


FIRST serveo 
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$4725 
738 









YOU SELL THE 3 SHAVERS FOR 
YOU SELL THE MIR-O-LITE FOR 





YOU TAKE IN.... $5520 
THE 3 SHAVERS COST You 2953 


Youn profit $25 67 


87% MARKUP... 
46% PROFIT ON SALES! 












$9450 
2245 


YOU SELL THE 6 SHAVERS FOR 
YOU SELL THE TYPEWRITER FOR 





YOU TAKE IN... .$11695 
THE 6 SHAVERS COST You 5670 


106% MARKUP... 
51% PROFIT ON SALES! 






Here’s how it works: 


@ The two deals are interlocking but still in- 
dependent of each other. The same shavers can- 
not be applied to both deals, but look at the 
possible combinations if you order 12 shavers: 


1. 40% on 12 Shavers plus 4 Mir-0-Lites Free 
2. 40% on 12 Shavers plus 2 Typewriters Free 
3. 40% on the first 6 Shavers plus 2 Mir-O-Lites Free 


and 
40% on the second 6 Shavers plus 1 Typewriter Free 
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ALL DRESSED UP AND GOIN 
se-Shaver gets og 
lling. 
ime for Christmas se 
silver embossed with _ 
rms in red. It’s a pack- 
aristocratic coat of . ve aa oe coe 


@ The Remington Clo: 


eye-appeal in t 
new box of satiny 


that lends pres . 
peat It says stop, look and buy to every 


itself lies in a 
r. The Closé-Shaver . 
rene 8 lizard -grain finish case, — 
penager vont ed. In design, in omnes “* 
pane one and in eye appeal, the — zon 
ra Close-Shaver is the outstanding ac 
pone of the electric shaver industry. 


MAIL THIS TO YOUR DISTRIBUTOR TODAY! 


READ CAREFULLY... Order in units of deals... not shavers. You may order 
as many deals as you wish...up to the expiration date of November 30, 
1938. Orders will be filled in order of receipt. 
Please ship me at once 

deals . . . each deal consisting of 3 Remington Close- 
Shavers and 1 Free Mir-o-lite. 

deals . . . each deal consisting of 6 Remington Close- 
Shavers and 1 Free Remington Cadet Portable Typewriter. 


H.A. 11-38 
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City 








State 




















No. 94 “Screw-to-the-Boot” 
Figure Skates. Continental pattern. 
With Saw Tooth Toe 


_—— - 


No. 96 “Screw-to-the-Boot” 
Figure Skates. Continental pattern. 
Similar to No. 94, except the Plates are 
detached from front of runners 





No. 1562 New Tubular Hockey Skates 
with Clamps. Satin Nickel Finish 





Model of Nos. 1624, 162442, 172412 
Men’s Screw Clamp Skates 





MERICA is going ICE 
SKATING in a big way. Prominent sporting au- 
thorities predict a country-wide trend to skating 
comparable to the enthusiastic acceptance of skiing 
three years ago. With the formation of clubs, the 
construction of rinks and the formation of ice car- 
nivals in all sections of the country the demand for 
ice skates promises to reach an all-time high. Plan 
to capitalize this demand by featuring in your store 
the famous, fast-sellng UNION HARDWARE Ice 
Skatés. The 1938-1939 line comprises nine attractive 
models—Hockey, Screw Clamp and Figure Skates— 
in a variety of sizes and styles to meet the require- 
ments of every skater. Sturdily constructed, smartly 
designed, attractively finished UNION HARD- 
WARE Ice Skates are built to satisfy and priced to 
please. Arrange TODAY with your jobber to stock 
or replenish your supply of UNION HARDWARE 
Ice Skates and cash in on the increased popularity 
of ice skating this season! 


BEVERY 
HARDWARE COMPANY 


REC.U.S.PAT. OF F ESTABLISHED 1854 


pmeu-a-a0. 1c mel, Pmeged, I.E 


NEW YORK OFFICE ISI CHAMBERS STREET 
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All types, sizes and heating capacities are included 
in the three great lines of Florence Oil Heaters. With 
the three types shown above Florence dealers are 


In the big Florence line: 
vented Circulating and Ra- 
; diant Heaters with Sleeve 
adequately equipped to sell more prospects. Go Type or Pot Type burners; 
after extra business this fall and winter with these non-vented Cabinet Heaters 
active money makers—designed to fit your market. with Wickless Kerosene 

Send for catalog describing Florence Oil Heaters, burners; Kitchen Heaters 
Range Oil Burners for kitchen stoves, and Dual- that open new markets for 


Oven Combination Oil and Gas Ranges. Get de- you; Garage Heater; Room 
il he Florence Budget Plan for ti ili Heaters—all expertly fin- 
tails on the g or time selling, saa aan See te des 


. and the Sales Promotion Plans that are helping 65 years’ experience. 
Western Offices and Plant, Kankakee, IIL; 


dealers sell. 
i E. 
Sales O ffices: Merchandise Mart, Chicago; New i ‘t= D Wp 


York, Boston, Atlanta, Dallas, San Francisco. OIL RANGES + GAS RANGES - HEATERS - RANGE BURNERS 








FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
> 
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DEALERS 


Farmers and suburban dwellers the country over are 
awake to the fact that modern water facilities not only pro- 
vide them with many comforts and conveniences but, more 
important still, bring them extra profits through increased 
crop and live stock returns. 

To make a long story short, they are sold on the value of 
running water—and they are sold on Myers Water Systems. 
They have been reading about them for years in their lead- 
ing farm journals and magazines. They have seen them 
demonstrated at hundreds of fairs this fall. They recognize 
the vast difference between Myers and the cheaply con- 
structed, small capacity units which are sold on a price basis 
only and not on a lifetime of dependable service like the 
Myers. 

In many localities whole neighborhoods have Myers Water 
Systems. One installation paves the way for many others. 
Always plump business for dealers who sell the Myers line. 

Let’s have your inquiry. Our new catalog is ready. Ask 
for a copy and get complete information from Pump Head- 
quarters. 


THe F. E.MYERS & BRO.co. 


ASHLAND, OHIO. 


FIG. 2741 


FIG. 3014 
PUMPS — WATER SYSTEMS — SPRAYERS — HAY TOOLS —DOOR HANGERS 
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3 Big Features 
Clinch Sales 


You’re ready to go places when you stock 
bethanized fence. Here’s a fence that gives 
you the jump on the stiffest competition. 


Consider these 3 sales-clinchers: 


1. Every inch protected by a uniform zinc 
armor. It’s the nature of the bethanizing process to 
apply an absolutely uniform zinc coating to wire. We 
couldn’t put on a lopsided coating by this method if we 
tried. Result: no cracks, no thin spots to let weather in. 
Every inch protected. 


2. Not a feather crack even at the wrap- 
joints. As the 99.99-per-cent-pure bethanized coating 
is applied, it practically becomes a part of the wire 
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itself. Bending, twisting, crimping or weaving can’t 
faze bethanized wire. Prove it to yourself by running 
your fingers over the wrap-joints. There’s no trace of 
roughness or even feather-cracking. 


3. Copper-bearing wire—second line of 
rust resistance. Bethanized fence has a second line 
of defense against rust. It is woven of rust-resisting 
copper-bearing wire—wire of the composition which 
impartial tests show to be from two to two and one-half 
times more weather-resisting than plain steel. Yet 
bethanized fence costs no more. 


You'll find bethanized fence has what it takes to break 
down the toughest sales resistance. Any one of the 
bethanized features is a powerful reason for buying 
bethanized fence. Added together they make a com- 
bination that’s a real sales-clincher—an outstanding 
business-booster. Try bethanized fence behind your own 
counter. Cash in on its greater selling power 





BETHLEHEM STEEL COMPANY 
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PACKED 
WITH EXTRA , 
POWER 4. 


7 ‘Eabiesd Zo Sell FLASHLIGHT BATTERIES 


SUGGESTED SELLING a =y'/q INCREASED PROFITS 


Here's the free Counter Dispenser Woy  RAY-O-VAC proven and dynam- 
at work on your counter, display- a ic angery ss oe meg % 


LAST LONGER — 


Your customers will like RAY-O- \ Buy 144 Ray-O-Vac flashlight 
VAC batteries better, because our cells (your cost *9.36; your prof- 
exclusive method of manufacture \ its *5.04) from your distributor 
adds hours of full-powered light. g and we send you free this flash- 
ing “Thank You” Change Tray. 


Standard package of 48 Ray 
O-Vac cells (cost $3.12) 
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DAZEY SCORES AGAIN 


With 2 New Sure Fire Profit Builders! 


PRR 


>) 
* 


SATS S CRT: SERIE. 





For Extra Xmas Prorits Display Dazey KITCHEN HELPS 


Make plans NOW to'set up special counter and window Christmas displays of DAZEY KITCHEN HELPS—then 
watch how they sell themselves! Every item in a beautiful, special Christmas wrapper. (Can be removed after Home 


hs 


DAZEY CHURN & MFG. CO., Dept. R-13, Warne & Carter Aves., St. Louis, Mo. 
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new DAZEY ice'crusuer ‘ if 


SMART— STREAMLINED — COLORFUL 
LOADS OF EYE APPEAL MAKE IT 
A RED HOT SELLER 


UST about once in a blue moon you get an item 

like DAZEY Triple Ice Crusher. It not only 
fills a huge ready-made demand down to the last tiny 
detail, but actually exceeds all requirements. It is 
colorful, smartly modern, yet satisfying to conserva- 
tive tastes. Beauty to spare, yet sturdy as a truck. 
All metal parts are non-rusting—working parts of 
stainless steel and colored ice cup of sleek, moulded 
plastic. Instantly ad- 
justable to crush fine, 
medium, or _ coarse, 
yet foolproof in its 
simplicity. From every 
angle in fact, it looks 
like a cell-out. Cer- 
tainly, it’s a “natural” 
for Christmas trade in ay, 
any locality. So, it’s 










USED IN 
DAZEYi 
BRACKET 











St a a 
new DAZEY nut cracker 
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NEW PRINCIPLE— BREAKS SHELL 
BUT NOT KERNEL-QUICKER-EASIER-SAFER 


Here at last is a nut cracker that doesn’t depend 
on brute force only. Instead, it employs true 
scientific principles of leverage to effect an effi- 
ciency and ease of operation never before possible. 
It’s small, compact, handy; can be used in regular 
DAZEY bracket on wall, nut bowl, or board. 
Actually cracks nuts about as fast as you can pick ‘ . 
them up! A single motion adjusts it for any size . Splits Shell Lengthwise 
nut and follows through to crack it. With sur- 
prisingly light pressure, both ends are snapped out 
cleanly, and the shell split lengthwise, so it prac- 
tically falls away with but seldom a broken kernel. 
With such perfection, of course it’s going to sell— 
in fact is selling at a record pace right now. It will 
be wise, therefore, to order at once for both im- 
mediate and holiday season needs. 























Nut Meats 
Come out Uncrushed 


Holidays.) See your jobber TODAY. Display mcterial FREE! Write 
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T’S easier to sell poultry netting 
that has so many advantages 
that you can point out to your 
customers. Here are some features 
of Hex-Cel Poultry Netting that 
convince customers and keep sales 
in your store. 


TAKE A CLOSE LOOK at Hex-Cel. Notice 
the uniform mesh—every cell exactly alike. No 
wires crimped out of shape. The Lock [oint 
keeps each cell in perfect alignment 


COMPARE HEX-CEL with any other netting. Unroll 
some Hex-Cel beside some ordinary netting. You—and your 
customers, too—will quickly see the difference. Many hard- 
ware merchants have boosted sales by this simple demon- 
stration. Try it. It works. 


HEX-CEL IS EVENLY COATED with brilliant, 
weather-resistant galvanizing. This protective coating—over 
a core of copper-bearing, rust-resisting steel—resists rust and 
lengthens life. Hex-Cel looks good on the roll—and looks 
good in the pen or run after long and hard service. 


HEX-CEL LIES FLAT — and stays that 

way. It doesn’t get out of hand by curling up : : 

s yy 7 his not only makes it easier to U-S-S AMERICAN WIRE PRODUCTS for the farm are available for prompt ship- 
aadie im seling Sut cncver to handle in con- ment from our mills and warehouses and from nearby jobbing stocks. 


structing pens and runs, too. Hex-Cel stretches hy ‘ . 
tightly without bagging Write us direct or see your jobber. 


U-S‘S AMERICAN HEX-CEL POULTRY NETTING 


American Steel & Wire Co., Cleveland, Chicago and New York |~-~ Tennessee Coal, lron & Railroad Company, Birmingham 
Columbia Steel Company, San Francisco (] Uas United States Steel Products Co., New York, Export Distributors BTANDARI 


Ve 


UNIwewvD STATES STEEL 





rz a lot easier to sell screen 
cloth with the help of a name 
that your customers know. That’s 
why it is so important to show 
your customers the Cyclone “Red 
Tag”. People know the Cyclone 
name... know that it stands for 
high-grade products. 

Cyclone quality wins instant 
acceptance from customers. Look 
at a roll of Cyclone “Red Tag” 
Screen Cloth and you'll see why. 
Notice the even, uniform mesh— 


the firm, double-wire selvage— 
note the high-grade protective 
lacquer on the galvanized, copper 
and bronze cloth. Cyclone’s 
electro-galvanizing and painting 
processes are modern—the most 
advanced in the industry. 


If you have been selling 
Cyclone, you know all this al- 
ready. But if not—order a sample 
roll from your jobber today — 
match it against any other screen 
cloth for quality and for customer 
preference. Then you’ll see why 
we say that it will pay you to 
feature Cyclone. 








EVERY ROLL IN INDIVIDUAL CARTON INSTANT SQUARE FOOT TABLE 


Every roll of Cyclone “Red Tag” Screen Cloth comes packed (at Tells at a glance the square feet for various 
no extra charge) in a strong and attractive fibre carton which | lengths and widths—square feet in rolls of 
exactly fits the roll. This protects the cloth from damage and ( 100 linear feet for different widths—weights 
makes handling easy. The inventory tag on each roll simplifies ns of 100-foot rolls of various widths. Send for 
inventory-taking. this handy card. 


U°S°S CYCLONE ‘rea SCREEN CLOTH 


CYCLONE FENCE COMPANY, General Offices: Waukegan, Ill. 


Branches in eee Cities 


WBTANDARD FENCE COMPANY, Oakland, California, Pacific Coast Division uss UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 
Dag 


UNITED STATES STEEL 














‘‘For 51 weeks you pound the pavement to your market 
but the 52nd week you are invited to set up your exhibit at the 


WESTERN HARDWARE-IMPLEMENT 
GOLDEN JUBILEE SHOW... 


and your market comes to you” 


MUNICIPAL AUDITORIUM, KANSAS CITY, MO., JAN. 17-18-19, 1939 





The $7,000,000 MUNICIPAL AUDITORIUM, the most complete building ever constructed, will house every activity 


of the convention. Every facility of the auditorium and the whole-hearted support of its personnel are at the 


service of the exhibitors. 


The 50th Anniversary Convention of this 
Association is correctly termed the Golden 
Jubilee Convention for it brings together 
from every field of our industry, from coast 
to coast, the particular manufacturers and 
jobbers who are responsible for the promo- 
tion and progress of our industry. 


DISPLAY BOOTHS Very desirable Display 
Booths are still available for Manu- 
facturers and Jobbers. 


REMEMBER THE TIME AND PLACE 
January 17-18-19, 1939, at the 
MUNICIPAL AUDITORIUM. 
KANSAS CITY, MO. 


Every concern that is interested in reach- 
ing the thousands of members of the West- 
ern Retail Implement and Hardware Asso- 
ciation and countless thousands of other 
individuals who see these exhibits should be 
represented at this 50th Anniversary Con- 
vention. 


H. J. HODGE 
Secretary-Treasurer 


THE WESTERN RETAIL IMPLEMENT 
and HARDWARE ASSOCIATION 


ABILINE, KFANSAS 
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“It’s the profitable 
thing to do” 






ATKINS 


SILVER 
STEEL 


OMS ial 


FAMOUS FOR 
THREE GEMEAA 
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@ The experiences of hardware dealers everywhere prove there’s 
extra prestige and profit in stocking and displaying a representative line 
of Atkins Saws and allied products. When windows and counter display 
show that your store is headquarters for the Atkins time-tested line of 
quality tools, you cash in on tool user confidence developed through over 
81 years of producing tools that provide the complete satisfaction of con- 
tinuous performance ... on the prestige built by Atkins’ year-in, year-out 


advertising. 
Atkins advertising this fall . . . in leading general class and farm publi- 


cations . . . will again send profitable customers to stores stocking and 
displaying Atkins Hack, Circular and other Metal Cutting Saws—Hand, 
Cross-Cut, Compass, Keyhole and Coping Saws — Pruning Saws and e 
Shears—Files and Trowels. Check your stock now. Feature Silver Steel 


and “Teeth That Bite” for maximum sales and real profits. . A W ¢ 


E. C. ATKINS AND COMPANY, 410 S. Illinois St., Indianapolis, Indiana CERTIFIED SAWS, SAW TOOLS, 
MACHINE KNIVES, ETC. 
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“Since 1839 — RUSSWIN DISTINCTIVE HARDWARE’ 








In 


LIGHT TAN 
DARK TAN 
IVORY BLACK 


In 


BLUE 
GREEN 
YELLOW IVORY 


Sell RUSSWIN NIGHT LATCH PROTECTION 


Styled To Meet Todays Demand For Color and Design 


HEN you sell a Russwin Night Latch, you are selling your customer a lifetime of sturdy 
W protection. Solid bronze latch-bolt, tamper proof, shock-proof mechanism, built by 
lock experts to work smoothly and surely under all conditions. Plus Russwin’s Exclusive 
Ball Bearing Cylinder. The No. 1390 Night Latch illustrated is styled to meet today’s 
demand for color and design. It is 
available in six handsome, wearproof 
finishes — Blue, Green, Yellow Ivory, 
Light Tan, Dark Tan and Ivory Black. 


Step up your Sales with 
the RuSSWIN NicuT LATCH DISPLAY 


This striking display will sell these modern 4 a 
Russwin Night Latches on sight. You'll find ie ie cares 
it earns extra dividends week after week. os a 


RUSSELL & ERWIN MANUFACTURING CO. 


The American Hardware Corporation, Successor 
New York NEW BRITAIN, CONN. Chicago 
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Editorial and 
Executive Offices 


239 West 39th St.. 


Published Every 
Other Thursday 


Publication Offices 
Chestnut and 56th Sts., 





Philadelphia, Pa. New York, N. Y. 
* Established 1855, succeeding and embodying “Hardware” of New York, 


Vol. 142 No. 9 





“Stoves and Hardware Reporter,” St. Louis; “The Western Hardware 
Journal,” Omaha; “Iron Age Hardware,” New York City; “The Hard- 


GEORGE H. GRIFFITHS 
President and General Manager 


CHARLES J. HEALE 
Bditor and Vice-President 


Associate Editors 
KENNETH A. HEALE 
GEORGE M. SANGSTER 

RUDOLPH 8. WILD 


ware Reporter,” St. Louis; “Hardware Salesman,’ Chicago; “Hardware 


Dealers Magazine,” New York, and “Good Hardware,” New York 
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Informal Editorial Comments 





BROKEN PACKAGES :— 


At lunch recently, a well-known 
western wholesaler told me an in- 
teresting story of his studies cov- 
ering various phases of his busi- 
ness operations. I was particularly 
impressed and interested in his 
findings on “broken packages.” 
In three different periods he 
checked orders received for a 
full month, listing all items on 
which standard quantities were 
not ordered. Based on his own 
half century of experience he 
eliminated any items which he 
thought a retail store should not 
buy the full units and then made 
a tally of the imaginary sales vol- 
ume had full packages been 
bought. It represented a full 50 
per cent increase in sales for this 
wholesale house. Had this extra 
business been obtained due to full 
package orders, the wholesaler 
would not have had a correspond- 
ingly higher cost but a definitely 
lower cost of handling the busi- 
ness. The actual filling of the 
orders, billing, etc., would have 
been the same on a wages and 
hours basis and would have been 
less on a percentage basis. Prac- 
tically no more inventory invest- 
ment would have been required 
and the only appreciable extra 
cost would have been for drayage. 
This wholesale executive, with 
that hypothetical extra 50 per cent 
of volume, could have discounted 
all bills to his customers a flat net 
5 per cent and would have in- 
creased his own net profits 8/10 
of 1 per cent according to his 
own figures. In many instances 
the increased purchases by the 
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retailers would have been slight. 
For example, retailers would have 
bought: six shovels of one type 
instead of four; one dozen rules 
of one type instead of eight; six 
of another item instead of five, 
etc. In no one item would the 
increased purchase have been ex- 
cessive. With a flat 5 per cent 
better price for the dealers and 
almost 1 per cent more net profit 
for the jobber, the full package 
idea would have _ contributed 
greatly to the much sought and 
discussed but very elusive lower 
distribution costs needed in the 
hardware field. 


SALES PROBLEM :— 

It would seem that the whole- 
sale salesmen should give greater 
attention to this broken package 
problem. Without a doubt, the 
willingness to break packages 
without a price penalty has en- 
abled a salesman to get a dealer 
started as a customer for the 
house. But in the long run every- 
body involved suffers from this 
practice as all competitors meet 
the condition and the economies 
of unit packaging are lost. Ob- 
viously it takes a warehouseman 
or stockman much more time to 


By CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


untie, unwrap or unpack a unit 
package, remove the quantity or- 
dered, rewrap or tie up the re- 
maining unsold items, etc. This 
also breaks up the stock and makes 
inventory that much more com- 
plicated and costly. It can be 
fairly assumed that most unit 
packages are intelligently planned 
on sales experiences and the too 
seldom enforced higher price for 
broken packages should be given 
attention on the basis of the extra 
costs of handling. Where the dif- 
ferences in quantity are so slight 

-such as from four to six, eight 
to twelve and five to six, as in 
the examples cited in the previous 
paragraph, a good _ salesman 
should be able to sell the full unit 
packages and should make a 
greater effort to do so. In fact, it 
should be a house rule to endeavor 
to force the sales staff to follow 
this procedure that lower operat- 
ing costs may be developed. Such 
a rule should cover mail order 
business also, as dealer’s “mailed- 
in-orders” are frequently for less 
than standard packages. A sim- 
ple printed slip stating the need 
of buying in standard unit pack- 
ages could be used for propaganda 
in all shipments, and in a reason- 
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You Have Many Selling 
Opportunities During November 
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profitable sales. Keep the chains where the trade can see them. Do 3 se 
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_able length of time the idea would 


catch and would prove entirely 
workable. 


ELECTION DAY:- 


Throughout the country, on 
November 8, state and national 
legislators will stand for election. 
There is still time, if you move 
promptly, to determine which 
candidates will best represent your 
interests as a tax-paying Amer- 
ican business man. The party 
label has lost much of its one- 
time importance. Today the acid- 
test should be taken on a_pro- 
posed office-holder’s degree of in- 
telligence and his attitude toward: 
hours and wages laws; sales tax 
laws; unemployment insurance 
laws; relief administration and 
financing; governmental control of 
business; government entry into 
competition with private business 
and on the consumer-cooperative 
movement. These are all matters 
of vital importance to your fu- 
ture existence and you have a 
full right to know just where these 
office seekers stand on these ma- 
jor issues, and then vote accord- 
ingly and encourage others to do 
the same. Increasingly, our law- 
making bodies, both Federal and 
State, are harassing legitimate 
business wjth excessive taxes 
needed to pay for wanton extrava- 
gance often cloaked with fine and 
high-sounding phrases that per- 
suade the unthinking majority that 
some general good is being accom- 
plished. We cannot go on this 
way and if a halt is to be called 
it must be done at the ballot box 
by patriotic business men who 
sense the seriousness of voting for 
legislators whose programs are 
known to be constructive and who 
are not mere “yes men” or “lap 
dogs” in a party machine. 


COLLECTIVE 
BARGAINING :— 


If collective bargaining is the 
“right” of the employees why is 
it not also equally the “right” of 
employers? Few people argue to- 
day about labor’s right to collec- 
tive bargaining as part of its 
proper campaign for self-improve- 
ment and self-protection. But 
when employers organize union 
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leaders and agitators, the labor 
press and other pro-labor spokes- 
men make unwarranted accusa- 
tions and generally indict busi- 
ness as mean, oppressive and un- 
American. San Francisco has had 
a huge strike, closing up 180 
wholesale distributors in various 
lines. To make a collective bar- 
gaining contract with the labor 
union, these 180 distributors 
formed the Association of San 
Francisco Distributors and agreed 
to contract collectively—both for 
labor and for business. But the 
union negotiators refused to nego- 
tiate on this basis. They insisted 
that “individual employees” do 
not have the strength for a proper 
contract and must therefore con- 
tract collectively, but that it is 
unfair and improper for employ- 
ers to make other than individual 
contracts. On this typical, yet 
strange, one-sided view an impasse 
was faced. As this is written | 
do not know the final outcome of 
this particular controversy, but | 
do know that each new major 
strike brings further evidence that 
labor laws and labor union nego- 
tiations are very one-sided and all 
on labor’s side. despite the fact 
that there can be no labor, and 
no wages and therefore no labor 
union dues unless business can 
prosper. And _ business cannot 
prosper or even continue without 
an equal opportunity and equal 
status in labor negotiations. 


EDWARDSVILLE 
ORDINANCE :- 


Edwardsville. Illinois, has 


passed an ordinance which should ° 


curtail or at least control the op- 
erations of the non-stocking, or- 
der-taking store. This ordinance 
provides that “no person, corpo- 
ration, or firm shall maintain any 
room, office, or place of business 
wherein he or it shall by sample 
or catalog solicit the taking of 
orders for sale of goods without 
maintaining a stock of merchan- 
dise in proportion to the catalog 
illustration and sales volume with- 
out having first procured a license 
for the conducting of such busi- 
ness.” The fees are—l day, $25: 
1 week, $100; 1 month, $250, and 
one year, $2,000. Violations for 


not securing license are—$25 to 


$100 fine for each day such busi- 
ness is conducted. The Illinois 
Federation of Retail Associations. 
Inc., states it knows nothing of 
the legality of such an ordinance. 
but presumably there will be an 
early test case. At certain seasons 
of the year this type of business 
becomes a real competitive factor 
in many places, and too often un- 
scrupulous operators use this meth- 
od to fleece the public—so that if 
legally proper both retailers and 
consumers will derive protection 
from this Edwardsville ordinance. 


FOR BUYERS :- 


In too few wholesale hardware 
houses buyers are given an op- 
portunity to get away from their 
desks and routine in order to 
visit factories and make first-hand 
contacts with dealer-customers. 
Wherever this practice is followed 
it has proved to be an excellent 
program and has made money fot 
the house. Meeting the dealer- 
customers gives a buyer a new 
and fresh direct slant on dealer 
problems and encourages them to 
think more of the ultimate sale 
on any goods purchased. After 
all, in the ideal set-up the whole- 
saler’s buyer is truly buying for 
the stores of the retailer customers 
of his firm and therefore he 
should know at first-hand some- 
thing of their habits and _prob- 
lems. Visits to factories should 
prove beneficial in the buyer's 
training. knowledge of lines, ap- 
preciation of competitive differ- 
ences ‘among like lines and like- 
wise should further cement rela- 
tions between wholesalers and 
producers. Visits to factories is 
like “going to market” for the 
wholesale buyer and gives him 
background for his buying deci- 
sions; puts him in touch with 
competitive offerings and makes 
his knowledge of lines a precise 
study rather than a surface im- 
pression absorbed solely through 
years of being on the receiving 
end for sales talks by manufac- 
turers. Contacts with sources of 
supply and with dealer-customers 
place the buyer in a position of 
confidence to handle his job more 
efficiently and give him sympathy 
with the sales department in what 
must be their joint undertakings. 
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By ADON H. BROWNELL 


Chapter 37—Advanced Course 


Floor Hinges, Concealed Closers and Thresholds 


OW that the subject of 
door closers of the surface 
application type has been 

rather fully covered in the pre- 
ceding chapter, we will in this 
chapter consider other door clos- 
ing devices. There are really five 
types to be studied in this chapter. 

Checking floor hinges are the 
first types that we will take up. In 





Fig. 1—Torsion type, single- 
acting floor hinge. 


both the Elementary and _ Inter- 
mediate Courses we mentioned 
those single torsion spring types. 
both single and double-acting that 
are used in residence work, as 
shown in Fig. 1. 

The Advanced Course, however, 
has to do with all types of public 
buildings. While many of these 
same floor hinges are used on 
interior doors in many places for 
all types of public buildings, I do 
not think it will be necessary to 
discuss them further in this chap- 
ter. 

Rather, we shall turn our dis- 
cussion to the heavier types of 
floor hinges. For many years the 
Oscar C. Rixson Co. held patents 
and manufactured exclusively the 
double-acting floor hinges for en- 
trance doors, illustrated in Fig. 2. 
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Incorporated in this hinge are two 
springs and two checks which can 
be adjusted independently. Where 
the wind pressure is much strong- 
er on one side than the other, this 
is an important feature. 

Within comparatively recent 
years Rixson patents ran out and 





Fig. 2—Torsion type, double- 
acting floor hinge. 


other manufacturers have entered 
this field, notably such firms as 
Bommer Spring Hinge Co. and 
Shelby Spring Hinge Co. Manu- 
facturers recommend various sizes 
for various conditions. Refer to 
your manufacturer’s catalog for 
proper sizes to suit various condi- 
tions. These type hinges are al- 
ways furnished with cement boxes 
to be embedded in the floor so 
that the hinge itself can be re- 
moved when necessary. 

These same manufacturers make 
these same type compression 
spring hinges for single-acting 
doors as shown in Fig. 3. They 
are the same quality, heavy duty 
type as Fig. 2, save that they are 
made for single-acting doors. No 
other hinges are required with 
either of these types. However, on 


extremely high, single-acting doors 
an intermediate pivot, such as 
Fig. 4, is used. 

Norton-Lasier Co., I believe, are 
the originators of the second type 
of concealed floor closers. In this 
type, shown in Fig. 5, the door is 
first hung on butts, center or off- 
set pivots as the situation may re- 
quire so that the mounting of the 
door itself is independent of the 
closer mechanism. This closer 
mechanism is connected with the 
door, and exerts its power through 
a lever arm having one end at- 
tached to the closer spindle and 
the other engaged in a track con- 
cealed in the under edge of the 
door. The closing power is ap- 
plied at some distance out from 
the hinge side for greater effi- 
ciency. This type is available for 
either single or double action 
doors. 

The third type of door control 
that we shall consider is the over- 
head concealed closer, Fig. 6. 
The closer is installed in the head 
jamb or transom bar at a proper 
distance out from the hinge in 
order to afford the desired lever- 
age. The spindle, projecting 
slightly downward through the 





Fig. 3—Compression type, 
double-acting floor hinge. 
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inz. Some of the arms are con- 
cealed when the door is closed. 
others are jointed like those on 


surface closers and remain ex- 
posed. In some cases the checking 
arms are concealed, in others they 
are only partly concealed in the 
top rail of the door. 

Recently the American Hard- 
ware Corporation has developed a 
new type of semi-concealed closer 
such as is shown in Fig. 9. It is 
made in one size, but fits various 
sized doors by changing the size 
of the springs. For further infor- 
mation on this I would refer you 
either to P. & F. Corbin or Rus- 
sell & Erwin, the two divisions of 
the American Hardware Corpora- 
tion which distribute this new 
product. 

As far as I know, both the 
fourth and fifth types are recom- 
mended by the manufacturers as 
a general rule for use on interior 


Fig. 4—Intermediate 
pivot for use with 
floor hinge. 











of the door frame with connecting 
parts attached to the hinge side 
of the door. This device was for- 
merly manufactured by C. H. New- 
ton Co., but the patents were later 
purchased by the American Hard- 
ware Corporation who have de- 
veloped a similar device for use 
with lavatory doors which we 














is connected with the door 


casing, 
by means of a lever arm, which 


in some cases is concealed and in 


others visible. 
The door may be hung on butts 


or on center or offset pivots, and 
is available in single or double- 
acting action. It is extremely im- 
portant with the use of this type 
closer to be sure that the archi- 
tect details his head jamb or tran- 


shall discuss in a later chapter. 
The fifth of the five devices we 
shall study in this chapter, as 
shown by Fig. 8, is a door control 
concealed in the door. There are 


several varieties of this device 


doors only. 

Occasionally the builders’ hard- 
ware engineer will be faced with 
the problem of hanging large 
doors of extreme weight that any 
regular butt hinge or floor hinge 


made for installation in the door 
itself either in the top rail at a 
distance from the hinge side or in 
the stile at the hinge side. 

These closers employ lever arms 
for connection with the door cas- 














som bar to receive the device. 
The fourth type of door con- 

trol, shown in Fig. 7, is a con- 

cealed side jamb This 


device is installed in the side jamb 


cannot handle, such as large doors 
on an armory. Then a floor pivot. 
such as is seen in Fig. 10 should 
These are made in va- 
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Fig. 5—Concealed floor 
closer for single-acting 
doors hung on butts. 
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Fig. 7—Side jamb con- 


Fig. 6&—Overhead concealed 
cealed door closer. 
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Fig. 8—Concealed 
door closer — in- 
stalled in door. 





rious sizes to swing doors weigh- 
ing up to 2500 lbs. 

One manufacturer of door con- 
trol devices, in response to my 
letter of inquiry, outlined six very 
important rules that every build- 
ers’ hardware engineer should fol- 





Fig. $9—Cut open illustration 
of semi-concealed closer. 


low in specifying or furnishing 
these devices. I give you these six 
rules as follows: 

1. Of all door closing devices a 
floor hinge requires grealer care 
in selecting the correct type and 
size, due to the fact that it is 
usually built in or becomes a per- 
manent part of the door opening 
or frame. It is not easy to re- 
place with a different hinge in case 
the first selection is incorrect and, 
therefore, it is most important 
that the original specification be 
right. 

2. With a thorough understand- 
ing of floor closers the builders’ 
hardware engineer can assist the 
architect in writing specifications 
for floor hinges so that they will 
he correctly described as to type. 


Fig. 10—Pivot 
hinges for 
doors up to 
2500 lb. and 
2 to 4 in. 
thick. 
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size and number. This will insure 
all bids being based on the same 
material with no question as to 
what is required. 

3. A careful examination of the 
blueprints by the builders’ hard- 
ware engineer should be made be- 
fore attempting to specify types or 
sizes with particular reference to 
the opening as it is affected by 
drafts and other possible factors 
which would change the operation 
of the closer. Carefully check 
door size, weights, materials that 
the doors are made of and whether 
they are interior or exterior doors. 
Do not take the manufacturer’s 
specifications on his particular 





No. 700-6 ¥%4" 


hinge too literally. Conditions sur- 
rounding the opening, construc- 
tion of the doors and operating 
conditions must be taken into con- 
sideration when determining the 
proper size and type of floor hinge 
to be specified. (For example, 
suppose the manufacturer recom- 
mended a No. 2 closer for an in- 
swinging entrance door not over 
2 ft. 6 in. wide. If the builders’ 
hardware man after examining 
the blueprints found that this door 
was located on a corner of the 
building, which was subjected to 
heavy drafts occasioned by an ele- 
vator well, large lobby, etc., he 
should disregard the manufactur- 
er’s recommendation and specify 
a size No. 3.) 


4. It is most important that this 
correct size as described above be 
established and specified as when 
you under-size the closer, it is 
handicapped in its work, does not 
give good operation and it is prac- 
tically impossible to remove and 
install one size larger due to the 
construction detail involved. This 
same condition would apply to 
over-sizing the closer, which 
would make for difficult door op- 
eration. 

5. It is well to keep in mind 
that in batteries of doors with no 
mullions, the maximum amount of 
available opening can be secured 
by the use of the center-hung type 
hinge and that in single openings 
the maximum amount of available 
opening can be secured by the 
use of off-set type pivots or hinge 
which will permit the door to open 
back to 180 deg. 

6. Keep in mind when specify- 
ing the various types and sizes of 
hinges that every floor hinge at 
some time is going to require ser- 
vice and it should be made readily 
accessible and not buried under 
entire thresholds which have to be 


Fig. 11—Cast threshold 
especially made _ for 
use with floor hinges. 
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Fig. 12—Cast bronze threshold for 
special condition. 


removed or buried in stone sills 
or concrete floors in such a way 
that they cannot be removed eas- 
ily. 

Threshold conditions are of tre- 
mendous importance in connection 
with the use of floor hinges. 
Therefore, it would seem a logical 
time to discuss this subject. 

Fig. 11 shows a threshold manu- 
factured by one of the floor hinge 
manufacturers. It is made to con- 
form exactly to that manufactur- 
er’s floor hinge and eliminates the 


Fig. 13—Corrugated top bronze threshold. 
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Overhead door closer and threshold details. 


necessity of cutting the threshold ware. 

on the job to receive the hinge. 
Builders’ hardware engineers 

should always try to get thresholds 


specified with the builders’ hard- 


tops. 


Fig. 14—Flat drawn 
brass threshold. 
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These can 


many grades, shapes, sizes and 


be secured in sides designed to take care of cer- 
tain conditions. Fig. 13 is a pop- 


(Continued on page 104) 





Fig. 12, for example, shows a — ' cs 
cast bronze threshold of unequal 


Comparative chart of floor 
hinges, concealed and semi- 
concealed door closers on 
page 28. > 
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Too Many Mouths to Feed 


By ROY F. 


N Kenneth Roberts’ great 
novel, Northwest Passage, he 
brings to life a humorous 

character with a major problem. 

His McNott, a _ one-legged 

trader, married an Indian prin- 
cess who had 300 relatives all of 
whom felt free to eat at McNott’s 
table. At times, when the drain on 
his resources became too acute, this 
harrassed man contemplated de- 
sertion but—first his outstanding 
accounts and then his wooden leg 
kept him on the job. By careful 
planning he mjght have collected 
most of the accounts but by no 
normal process could he get 
around the barrier of that wooden 
leg for the Princess McNott could 
read her lord and master like an 
open book. He had but to think 
escape when she would appropri- 
ate the maple appendage which, 





There are two kinds of people who eat up 
hardware stores—‘“insiders” and “outsiders”. 
Those who belong inside and those who 
should never be put upon the payroll. 


SOULE 


for him, made walking possible 
and she held on to it until the 
domestic clouds lifted. 

Customs, equipment, _habita- 
tions have progressively changed 
since McNott’s experiences but 
“too many mouths to feed” is still 








“These hungry wayfarers work 
their way into his store.” 


a major business hazard. Because 
of it many dealers have gone 
broke and others are well on the 
way. In some cases the impending 
danger may justify losing a leg to 
save a neck. 








EDITOR'S NOTE: Several hundred wholesale hardware sales- 
men, picked at random from the more than 3000 who are 
regular readers of HARDWARE AGE, were invited to answer 
the question, “Why do retail hardware stores fail?” Their 
answers, based on their own first-hand experiences, are 
highly informative, interesting and a useful contribution to 
the study of hardware distribution problems and offer, in 
part, a solution to one serious phase of the failure question. 
The fairly uniform opinion of these traveling men merits 
earnest consideration from all dealers, and emphasizes again 
not only their dependability, but their interest and coopera- 
tion in behalf of successful retail customers. The answers 
from these salesmen have been given to Roy F. Soule, who 
has been assigned to write several articles based on these 
salesmen’s opinions. This he will do in his own inimitable 
style. This is Mr. Soule’s second article on the subject. 
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There are two kinds of people 
who eat up hardware stores—“in- 
siders” and “outsiders.” I mean 
those who belong inside and those 
who should never be put on the 
pay roll. In good times most 
stores have competent help. It 
takes panics or overlapping de- 
pressions to bring in the “out- 
siders.” It seems the deplorable 
fate of business that when it most 
needs trained help it so frequently 
is saddled with a host of incom- 
petents. 

The size of a business has much 
to do with the number of mouths 
it can feed. Naturally a one man 
store can’t be expected to do as 
big a job as a department store— 
although some punch _ drunk 
dealers seem to think so. When a 
$10,000 stock is expected to earn 
enough to provide for 15 people 
the results are apt to be disap- 
pointingly conclusive. An average 
stock of that size will just about 
keep two alert men busy. If more 
people are employed they must 
turn into the store skill which will 
permit the business to sell labor 
as well as merchandise. Plumbers, 
tinners, radio or refrigerator ex- 
perts and electricians are the types 
of men who may be thus em- 
ployed. 

Stores with $10,000 stocks have 
profitably employed four people 
but such an accomplishment de- 
mands unusual initiative and re- 
markable executive ability. 

When I was a youngster—just 
learning to shoot ducks on the 
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wing—I had a decided tendency 
to fire a shotgun at birds which 
couldn’t have been reached with a 
rifle. My father used to refer to 
such hopeful endeavors as times 
when I “strained my gun barrel.” 
Divide the number of people 
whose living depends upon your 
store (including your dependants 
and those dependant upon your 
clerks) into the amount invested 
and get a true picture of what is 
expected of each thousand dollars. 
The figures many indicate that a 
bulge in the barrel is inevitable if 
the strain is continued. 

The average successful hard- 
ware dealer needs at least $5,000 
worth of stock for each employee. 
Naturally it has to be active 
stock. It takes a mighty good man 
to make a success of a business 
that starts with only a $5,000 capi- 
tal. It takes a much better man to, 
with only a $20,000 stock, pro- 
vide for himself and _ three 
employees. Most men can’t do it. 
When one does master such an 
enterprise it usually proves three 
things. He’s good, his location is 
close to his source of supply and 
his clerks are a lot better than the 
average. 

Good men deserve the gratitude 
of good employers. Clerks who 
have helped to build a successful 
business have earned consider- 
ation when the winds of adversity 
start whistling but a lot of stores 
have gone broke trying to keep all 
of their help when conditions be- 





“Her genial brother will always feel 
above the job to which he may be 
assigned.” 


yond local control have trans- 
formed a lot of active stock into 
idle stock. 

Too many stores employing 
specialists do not keep a current 
record of both the income and 
the expenses of the departments in 
which these high-priced men work. 
Frequently the result is that such 
a department’s expense rolls on 
full tilt long after its volume of 
sales has slumped. Such a course 
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is about as wise as would be the 
act of a farmer who kept his 
threshing crew on the payroll a 
couple of weeks after his wheat 
was in the granary. 

A conscientious merchant will 
do everything in his power to keep 
his old men employed but, when 
it comes to a choice between an 
individual and a business upon 
which several people depend, the 
business must be given first con- 
sideration. There is such a thing 





“There is only one measure by 
which prospective employees should 
be gauged.” 


as loyalty to a business and it is 
a finer brand of loyalty than is 
that accorded to the most highly 
esteemed co-worker. Failure to 
recognize this helps load a store 
with “too many mouths to feed.” 

Many hard working dealers 
have emerged from one of those 
long drawn out battles to provide 
for deserving “insiders” only to 
meet tribes of “outsiders” expect- 
ing three meals a day. An “in- 
sider” in one’s family may be the 
rankest sort of an “outsider” in 
his business. 

The prolonged depression, from 
which we are emerging, has put 
so many untrained relatives into 
all sorts of stores the wonder is 
that any of them ‘have survived. 
These hungry wayfarers usually 
stick their feet under a man’s 
table and, from that vantage 
point, work their way into his 
store. Sons trained to be archi- 
tects — brothers-in-law who sold 
real estate—uncles who have 
ceased to be advertising men— 
these and others have flocked back 
to the home town confidently ex- 
pecting to “be taken care of” by 
a store struggling to keep its head 
above water. The owner of such a 
store knows what he wants. Defi- 
nitely he desires to be let alone. 
Up to date he has kept out of the 
red; he feels the strain but his 
conscience is clear. 

But these “three hundred rela- 
tives” have empty stomachs and 


what they eat comes out of an 
overworked man and his strug- 
gling business. Many dealers have 
found themselves wishing that 
when, to cut expenses, they moved 
their stock into smaller quarters 
they had also retrenched at home. 
Big houses, built in more pros- 
perous days, have proven alto- 
gether too inviting a shelter to be 
overlooked by those who find 
difficulty in paddling their own 
canoes. If only there had been no 
spare bedrooms, the gang might 
have made a day’s visit only and 
moved on to better pickings. As it 
is they “park” and soon the good 
wife comes forward with a sug- 
gestion worn threadbare in other 
depressions—“why not have John 
or Peter or Phinas go to work in 
the store? You’ve got to feed him 
anyway so why not make the lia- 
bility an asset?” 

Mother is a warm hearted sym- 
pathetic creature who doesn’t 
know that her genial brother, who 
was a real estate nabob, will al- 
ways feel above the job to which 
he may be assigned. She doesn’t 
know that he will always consider 
that job as temporary or that too 
many such employees are bound 
to make a business—temporary. 

When conditions make the earn- 
ing of a dollar an exceedingly 
tough proposition customers, the 
world over, begin to demand the 
attention their hard earned dollars 
deserve. Depressions are bad times 
in which to curtail service unless 





“They come back unbidden because 
they ‘just can’t get along with their 
husbands.’ ” 


the delays so created are compen- 
sated for by lower prices. Cus- 
tomers will wait their turns for 
bargains but they resent too much 
waiting for ordinary items at 
regular prices. More than one 
good customer who goes out say- 
ing, “Ill be back later,” is on 
his way to a store where prompt 
service soothes his resentment of 
(Continued on page 100) 
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W. J. C. Troxell, president, C. Y. Schelly 4 
Bro., Inc., Allentown, Pa., paints landscape: 
as his hobby. This worth while leisure time 
pursuit is also a hobby of Mrs. Troxell. Mr 
Troxell paints in oil and has many of his 
paintings and those of his wife on the walls 
of their home. He says, “When engaged 
in painting, I become so engrossed in it 
that I forget al! about the intricacies of the 
hardware business.” 


Here’s happy Edwin Kluegel, president, Kluegel 
Hardware Co., 3710 Gravois St., St. Louis, Mo 
about to put on a comedy act which he gives 
before orphans, churches, clubs and charitable 
groups. His equipment in his act is a hat three 
sizes too large, an over-sized coat and a broom 
or rake, topped off with a dialect which his 
audiences find highly amusing. He never ac- 
cepts pay for his act, although it is constantly 
in demand. While he gives much time to his 
hobby, he says, “My pay is in seeing others 
smile and in helping them get a kick out of 
life. I'm especially happy when I'm part of an 
entertainment program that will raise money 
for a worthy charitable cause.’ ‘ 


A 200-acre farm on the 
outskirts of Indianapolis, 
Ind., is the chief hobby of 
Fred C. Gardner, secretary- 
treasurer, E. C. Atkins & 
Co. Here's Mr. Gardner 
with one of the bulls on 
his farm. He is very proud 
of his dairy herds and of 
his pigs. Although the 
farm is a hobby for this 
busy man, he not only 
raises high grade live stock 
but also sees that the soil 
on his farm yields excep- 
tionally good crops 





HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS. WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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\ \ THEN Vernon B. Fairley 
was ready to add another 
hardware store to the suc- 
cessful group he was already oper- 
ating throughout Ohio, he had two 
definite objectives in mind—to 
plan his new store entirely for 
customer convenience and to stock 
only the type of merchandise his 
customers wanted. Both objec- 
tives were realized. 

“See for yourself,” is the mer- 
chandising theme of the newest of 
the Fairley Hardware stores 
opened some months ago in Wil- 
mington, Ohio. The customers like 
it. They can see the stock dis- 
played on the clean, bright tables 
and on open wall sections without 
“blinders” to interrupt their vi- 
sion. They find it a pleasure to 
shop in this store. 

All the store’s hardware lines 
are carried on the main floor. The 
various departments are clearly in- 
dicated so that the customer may 
go straight to the merchandise de- 
sired and make his purchase. Dis- 
play fixtures are all-steel, bright 
and shiny, finished with baked-on 
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Long, uninterrupted stretches of merchandise meet the eye of the customer 


“See for Yourself’ Is the 


New store of Vernon B. Fairley 
in Wilmington, Ohio, is planned 
for customers’ convenience and 
stocked with goods they want 


enamel in attractive color combi- 
nations. The tables are built with 
graceful, flowing lines with round- 
ed corners and have no visible 
bolts. They are of the self-service 
type with two and three-deck dis- 
plays and with correct overtable 
display fixtures. Since the wall 
cases are steel sections, there is 
no need for pilasters and hence the 
customer has a long unbroken wall 
section view of the entire store. 
Although of all-steel, these fix- 
tures afford a great deal of flexi- 
bility in store layout and can be 
made to effect any layout changes 
that may be desired. They are 
easily assembled and taken down. 
The design of these fixtures and 
every item of equipment, accessory 
and display material were fur- 


nished by the Universal Equipment 
Co. of Chicago. This company also 
aided Mr. Fairley in merchandis- 
ing his stock, based on the relative 
sales value of the different items. 

The sporting goods department 
is located near the front where it 
catches the eye of every customer 
entering the store. This depart- 
ment has a varied selection of 
equipment for any athletic team; 
casting rods for the fisherman, 
racquets for the net fan, and balls, 
bats and gloves for the diamond 
enthusiast. Cyclists are offered a 
wide selection of bicycles. The fire- 
arms display is enough to warm 
the heart of the most discriminat- 
ing hunter. 

A model electric kitchen, promi- 
nently displayed, offers a hard-to- 
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Sporting goods for every type of sportsman are displayed near the front 





Idea Behind This Store 


resist appeal to the housewife. 
Here in a compact and complete 
unit is the latest all-electric equip- 
ment for the kitchen. The refriger- 
ator is the latest design. The sink 
stand is sparkling white and has a 
built-in dishwasher and spacious 
storage cabinets. Although this 
kitchen is of a set design, Mr. 


Fairley is equipped to furnish com- 
pletely any type of kitchen the 
patron desires. 

The basement of the Fairley 
store is spacious and well lighted. 
The staircase to this selling floor is 
near the front and provides con- 
venient access. Here is a typical 


Fairley touch. At the head of the 





Display tables are designed to give customers an unobstructed view, 
and each item is given display space according to its sales value 
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stairs is a water cooler to quench 
the thirst of the weary shopper. 

In the basement there is a com- 
plete selection of fittings, stoves, 
washers, refrigerators, 
roofing, pumps, farm equipment, 
and linoleum. A modern decora- 
tive scheme is carried out with spe- 
cial modernistic fixtures and mar- 
blewood Ceiling blocks. The color 
scheme features light gray floors, 
cream walls and ceiling. 

Not an unimportant feature of 
this floor are the complete’ bath- 
room displays. These are spacious 
and colorful sample bathrooms 
completely equipped with modern 
plumbing—the latest in design and 
color. Each bathroom displays a 
different style tub, lavatory, and 
wash stand with inlaid floor cover- 
ing to harmonize with the color 
scheme. Varied decorative schemes 
adorn each of the units, and are 
designed to appeal to different 
tastes. They are also a factor in 
helping the housewife to make her 
selection. 


The beauty and appeal that the 


radios, 


(Continued on page 104) 
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Re: The Co-ops 


WAS deeply interested in your 

editorial concerning the growth 

of consumer cooperatives in 
America. (See Harpware Acer 
Aug. 11, 1938, p.19) The subject has 
long been one of real concern to 
not only our association but to our 
affiliates throughout the state. The 
“hysteria” was most pronounced 
during the time when the President 
sent his commission to Europe to 
study cooperatives. Since that time 
we have come to accept the co-op 
movement as a distinct challenge to 
retailing—only one of many chal- 
lenges which confront us today. 

We have developed several theo- 
ries relative to co-ops which may be 
of interest to you. They are as fol- 
lows: 

First, the energetic modern retail 
merchant can and will compete suc- 
cessfully with other forms of compe- 
tition just so long as those forms 
of competition are not subsidized 
by the State or National Govern- 
ment. In other words, we think the 
race should be won by the most effi- 
cient purveyor of merchandise and 
should be run strictly on merits 
without either side having a handi- 
cap. If the co-ops can win the race 

-and I do not believe they can in 
modern merchandising America— 
then they are entitled to a place in 
the sun. Our chief task is to keep 
the race open to all—to fight intel- 
ligently against any legislation de- 
signed to subsidize cooperatives 
either through outright financial 
grants or through the escaping of 
taxes which merchants ordinarily 
must bear. 

Second, retailing must look out 
and beyond its own boundaries and 
into its local school systems just as 
it must take a much more active in- 
terest in its local governmental 
agencies. We cannot too strongly 
criticize those school authorities who 
have had no occasion to appreciate 
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The modern retail hardware merchant has 
no reason to fear any form of competi- 
tion just so long as they are not sub- 
sidized by State or National governments 


A letter from 
J.C. AMIS 


Secretary-Treasurer 
Chicago Retail Hardware Ass’n 


the problem of retailing. Rather 
should we place merchants on local 
school boards, discuss retailing with 
school authorities and perhaps fur- 
ther developments such as_ the 
George-Deen program which will 
give thousands an entirely new con- 
ception of the science of retailing. 
It seems to me that the most idiotic 
thing any school board or public 
officials could do would be to sub- 
sidize a movement similar to the 
cooperative movement which would 
take the life blood away from the 
school system and away from the 
politicians themselves by killing re- 
tailing which pays a large portion 
of the taxes for the support of our 
present system. 

Third, we are of the belief that, 
other things being equal, the co- 
operative must “buy brains” and 
merchandise just as intelligently as 
the best of the merchants if it can 
hope to succeed. It cannot pay low 
wages, neglect merchandising meth- 
ods known to all of us and succeed 
just because it promises to share its 
profits. The co-op must also adver- 
tise. It must play a part in local 
civic affairs and must assume the 
same relationship as the retailer if 
it expects to win out. 


Will It Win? 


Will it win out on this basis? I have 
my doubts inasmuch as the pleasing 
of a board of executives, most of 
whom have little business experi- 
ence, is going to eventually resemble 
a modern version of “Alice in 
Wonderland” unless human nature 
changes very shortly. 

Retailing should be rightfully 
alarmed about the development of 


co-ops. But, “alarm” should change 
quickly to “action” for “viewing 
with alarm” never yet accomplished 
anything. 

Our major job is to become bet- 
ter merchants. Cooperatives have 
spread and will spread where retail- 
ing is the most inefficient. The 
records will prove that point. 

Our next task is to take an intel- 
ligent interest in every association 
activity that has for its purpose the 
encouragement of retail participa- 
tion in local, state, national, school, 
governmental and civic affairs. We 
must, and we have the man power 
to do it, thoroughly enlist the retail 
merchant in a willingness to know 
those candidates for office who may 
later be called upon to vote on legis- 
lative proposals designed to subsi- 
dize co-ops. We must also know and 
wisely work for the legislators who 
have the intelligence to realize the 
full import of any “hair brained” 
proposal to drive the profit motive 
out of business—that motive which 
has been a spur to success and has 
given us the basis of our American 
system. 

As to your remarks concerning 
the entrance of associations into 
cooperative insurance, publishing. 
and other lines of business, again we 
say that if an association, or a co- 
operative for that matter, can do a 
better job than can another in busi- 
ness enterprise, then it is entitled 
to succeed. Always, provided, of 
course, that the basic competitive 
angles are equal. 

In closing, may I say that retail- 
ing needs to be no more alarmed 
about cooperatives than it does about 
its own apathetic attitude concern- 
ing its entrance into politics. If we 
took local governmental jobs, ac- 
cepted positions on school boards, 
ran for the legislature, worked for 
candidates who knew our problems, 


(Continued on page 106) 
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Fancy Gift Wrapping 


can be made a self-support- 

ing and profitable service 
which will also draw additional 
business for all departments was 
proved in an interesting way last 
Christmas by Chas. N. Brown & 
Sons, hardware dealers of San 
Francisco. 

For some years, this store has 
offered ordinary gift wrapping 
free of charge with all holiday 
purchases. This service was con- 
tinued. But, for the convenience 
of those who wanted gifts put up 
in extra fancy style, the company 


ir fancy gift wrapping 
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One of the Chas. N. Brown & Sons holiday gift wrapping counters. 


Chas. N. Brown & Sons, San Francisco, 


finds this department builds Xmas 


sales and makes profit of it’s own. 


established a special fancy gift 
wrapping department where pack- 
aging could be bought in the 
same way as merchandise. 

An estimated 15 per cent of the 
company’s gift customers used the 
service of this department. The 
prices charged were reasonable— 
yet set up to show the store a 
healthy direct profit above labor 
and material costs. 


“We feel,” explains S. W. 
Newman, president of the com- 
pany, “that more and more people 
are being influenced in gift buy- 
ing by the availability of fancy 
gift wrapping. They not only 
want quality merchandise. They 
also want it put up nicely. If the 
hardware store is to compete with 
other types of merchants for the 
Christmas business, we must meet 
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Some of the de luxe packages featured during the Xmas season. 


the growing demand for fancy 
wrapping. 

“Meeting that demand can be 
made a directly profitable matter. 
The average customer who wants 
fancy gift wrapping has_ the 
money to buy it and is willing to 
pay for it.” 

Charges for the fancy gift 
wrapping service were based on 
the size of the article. A small 
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Service an Aid 
to Holiday Sales 


package wrap cost 25 cents, a me- 
dium sized one 50 cents and a large 
one 75 cents. All packages on 
which this service charge was paid 
were first wrapped in white tissue, 
then in colored craft—red and 
green—tied with reinforced cello- 
phane ribbon and decorated with 
the customer’s choice of ma- 
terials. 

The several decorations avail- 





able were: small or large pom- 
pons made of sippettes, crosses 
made of sippettes and bows or 
rosettes made of cellophane rib- 
bon. The materials for each 
type of decoration were available 
in several colors so that the cus- 
tomer had her choice. 

To simplify the selection of 
decorations and thus speed up 
service, different types of pack- 
ages using each decoration were 
displayed throughout the store 
and at the gift wrapping desks. 
When the customer approached 
the wrapper, she knew what she 
wanted. 

The package displays scattered 
through the store also had an im- 
portant effect in creating extra 
demand for the wrapping service. 
On all sides of the main pillars 

(Continued on page 52) 











That's the policy of Otto Herrmann, 
Inc., Glendale, N. Y. Last year's sales 
were 12 per cent ahead of those for 


1936. Decorations and catalog helped. 


TTO HERRMANN, INC., 
() Glendale, N. Y., hardware 
store, set out last year to 

better its 1936 Christmas sales vol- 
ume and did the trick with un- 


usually colorful exterior and in- 
terior decorations and a gift and 
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toy catalog. The 1937 Christmas 
toy, bicycle and Christmas tree 
accessory volume was 12 per cent 
better than that of the previous 
year. Business in those lines to- 
taled between $8,000 and $10,000. 


Herrmann’s is only a short ride 


es 





Herrmann’s store front with Santa 
Claus as guardian of the entrance. 


yery Christmas 


from Brooklyn’s biggest depart- 
ment stores and is within 10 miles 


of Manhattan’s world-famed de- 


partment stores. It has to compete 
with those concerns for the con- 
sumer’s dollars in its own com- 


munity. Because of this situation 


the Otto Herrmann store must do 
many things the department stores 
do—such as using colorful inside 
and exterior displays, featuring 
toys and giftwares and advertising 
Christmas gifts throughout its trad- 
ing area. Just as the big stores use 
different advertising plans and new 
decorative effects, so Herrmann’s 


uses new plans each holiday sea- 
son. The store also features mer- 
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A general view 
of “Toyland” upon 
the second floor 


of the store — a 
Paradise for the 
holiday shopper. 











A closeup of the 
Xmas gift window. 
There’s a lot of 
items on display 
but there is no 
confusion. Every 
item stands out. 


chandise to attract classes of trade, 
taking another leaf from the de- 
partment store bag of tricks. 

Hundreds of automobiles and 
trolley car passengers ride past 
this store every day and during the 
Christmas merchandising season 
the store front bursts forth in a 
blaze of color. Last year a huge 
Santa Claus with legs spread over 
the entrance to the store caught 
the attention of every passerby. 
Back of this figure and extending 
the entire width of the store was a 
huge sign that read, “Herrmann’s 
The Christmas Store of Treasured 
Gifts.” 

The 18-ft. figure of Santa Slaus. 
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painted red, white and black with 
a touch of blue, was made of wall 
board by Chris. Fischer, a com- 
mercial artist formerly connected 
with a department store display 
staff. Santa Claus had his legs 
spread sufficiently to allow a six- 
footer to pass into the store en- 
trance without lowering his head. 
His two upraised hands pointed to 
toy displays on the second floor 
and his face had a friendly look, 
one eye being closed in a wink. 
This figure and many of the other 
Christmas decorations were pro- 
duced at a cost of less than $100 
including the artist’s salary. The 
store’s four delivery trucks had 


winking Santas painted on signs 
on each side to tie in with the 
giant figure on the front of the 
store. 

Each of the street level display 
windows had special backgrounds 
in blue and white. The window 
featuring toys, dolls, games, wheel 
goods and other juvenile lines, 
had a sign reading, “Herrmann’s 
Toyland,” while the one devoted 
to appliances, radios, homework- 
shop equipment, table ware, etc.. 
had a decorative sign indicating 
that it was “Herrmann’s Gift 
Shop.” There was a dark blue 
covering on the floor of the adult’s 
window and a light blue _back- 
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GIFTS TO MAKE CHILDREN HAPPY 








Many attrac- 
tive style to 
choose from. 





She can toke 


ing just like mother used to do. J 


ground with figures of prancing 
reindeer, and stars. Signs in the 
background read, “Shop With 
Confidence” and “Your Christmas 
Shop.” Prices were plainly marked 
on merchandise in both windows 
and by displaying various items at 
different levels a wide assortment 
of toys and other gift lines were 
plainly and interestingly shown. 
Herrmann’s has tried various 
types and combinations of adver- 
tising for Christmas trade in the 
past. Last year advertising was 
confined to a specially prepared 
16-page catalog. The catalog had 
a red and black front and back 
covers and the pages measured 6 
by 9 in. The front cover showed 
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Just the thing for your little girll 


out for an air- 





ot 





instructive, and entertaining edu- 
cational game on the market. 


Senior set contains 


Fee over 500 questions 


= 


“am and answers. 





the heads of a boy, a girl and 
Santa Claus, together with illustra- 
tions of tools, kitchen equipment 
and toys. Eight pages of the book- 
let were given over to toys while 
the rest were devoted to kitehen- 
ware, chromium plated giftware, 
electric razors, hand and power 
tools, Christmas tree equipment, 
etc. Each item was illustrated fre- 
quently with the brand name plain- 
ly in evidence. All items shown on 
the inside pages were priced and 
where the item was available in 
different sizes or finishes, addition- 
al price data were included. All 
descriptions were brief but inter- 
esting. 

This catalog was printed at a 
cost of less than $500 for 25,000 
copies, and most illustrations were 
made from line drawings. Illustra- 
tions were drawn from pictures 
obtained by the store from various 
sources. Each inside page had 
short messages at the top such as: 
“Toy values beyond comparison” ; 
“Just what you want for Christ- 
mas”; “You'll save more in our 
store”; “Gifts that save you up to 
30 per cent” and “For festive and 
gay young hearts.” Although there 
were many dollar items, odd 
prices, suggesting “bargains,” pre- 
dominated such as 89 cents, 98 
cents, $1.09 and $2.69. Sporting 
goods, for youngsters and adults, 
wheel toys, quality line bicycles 
and electrical appliances ranging 
from $2.69 up to major units 
were shown. Hobbyists found 
many hand and power tools and 

(Continued on page 54) 





Display of electric trains on the main floor just inside the entrance. 
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The M. P. Scott Hardware Co. 
of Dodson increased store 
traffic and profits with 
a twelve-page, three-color 
paper—the only one in town 


)YOR the past two years, the 
M. P. Scott Hardware Co. 
has been publishing the only 

newspaper issued in Dodson, 
Texas. This publication, The M. 
P. Scott Hardware News, measur- 
ing 84% by 11 in., was originally 
issued in mimeograph form but 
for the last few months has ap- 
peared as a regular printed paper. 
An article describing this publica- 
tion in detail appeared in the De- 
cember 16, 1937, issue of Harp- 
WARE AGE. 

During the 1937 Christmas 
season, when the paper was being 
published in mimeograph form. 
the M. P. Scott Hardware Co. 
issued a 12-page paper printed in 
three colors—red, green and black. 
The first page, which is repro- 
duced herewith, contained some 
mighty good advice for the paper’s 
readers while the balance of the 
publication contained local news 
and advertisements of the com- 








pany. 
: The Christmas issue of The 
n Hardware News produced both 
4 store traffic and profits. D. E. 


Scott, son of the proprietor of the 
company and a partner in the 
business was enthusiastic over the 
results it produced. In comment- 
ing on this holiday issue and on 
his firm’s holiday methods he said 
as follows: 

“We do feel that the use of ow 
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Store Newspaper Built Holiday 
Business for Texas Firm 
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The first page of 


the 1937 Christmas * 


edition of the M. P. Scott Hardware News. 


Christmas paper was in a great 
measure responsible for the good 
season we have had. We have used 
similar folders every year for the 
last three, and each year has 
brought us a very definite increase 
in business. Naturally, our entire 
season’s sales in this small town 
would not amount to as much as 
some city stores might sell in a 
day, but we have been able to hold 
much of this business which nor- 
mally goes to three larger towns 
situated within 20 miles of Dod- 
son. 

“We also feel that the proper 
selection of stock is a consider- 


able factor in Christmas selling. 
We are very close to our custom- 
ers, and keep up with their finan- 
cial condition closely. In that way 
we are able to buy goods in a 
price range that will sell. When we 
have good crops and a good price 
we can buy much higher priced 
items, but when these conditions 
are poor, we load up on cheaper 
articles. So far this has helped 
very materially in cutting down 
our carry-over of strictly season- 
able items. 

“We also cooperate with other 
merchants in this town in financ- 

(Continued on page 98) 





Westbrook’s Makes Promotions 
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A night view of Westbrook’s during the holiday season. 





mas Eve, Westbrook’s, in ware, housewares, dinnerware, vertisements reach far, wide and 

Riverside, Cal., is alive with large furniture and electrical units. near, our windows are packed with 
customers. Every item in this large Even builders’ hardware is dolled Christmas suggestions and _ the 
store that can possibly be made to _ up to look Christmassy!! store is brilliantly decorated. 
look like gift merchandise is on No effort is spared to attract Westbrook’s department heads 
display. Not just toys or the usual people from all over the California (or family as J. R. Westbrook 
calls us) start planning for 
Christmas months ahead. Buying 
is started during the summer 


Westbrook’s in Riverside, Cal., is a hardware store which months, merchandise is stocked 
and promotions are planned not 


does a real Christmas business. There are two reasons 
; only for the month of December, 
for the tremendous volume of extra sales rolled up in i 
but for the preceding months 
November and December of each year. One is the care- which all of us agree are most im- 
fully planned merchandising program. The other is a portant. 
planned publicity promotion which is all inclusive. Helen Our buyers do not wait for 
R. Cunnison, the author of this article, has been in charge caleamen to call on them. They 
of Westbrook’s publicity for several years. This young go out selecting suitable Christmas 
woman has made an excellent reputation for her store merchandise that will build a prof- 


and for herself through her applied knowledge of a hard- itable volume for the store not 
only for the holiday season, but 


for the following months. These 
Riverside is a comparatively small county seat city, yet buvers are not sit-behind-the-desk 
the J. R. Westbrook Co. is ranked as one of the land's men and women, but hard-work- 
leading housefurnishing establishments. A wisely direct- ing sales people who intimately 
ed policy of good merchandising, plus a continuous ad- know what will sell, their best 


vertising program has made it so. sources of supply and how much 
our community will absorb in the 


way of the new, novel and staple 


py Nov. 1 on until Christ- gift items, but all kinds of hard- southland to our store. Our ad- 








ware store’s promotional possibilities 
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Pay Christmas Dividends 


items. These buyers are in direct 
contact with their patrens every 
day thereby enabling them to bet- 
ter understand the trade’s require- 
ments. This intimate knowledge 
also assures the store of a sat- 
isfactory stock turnover, which 
after all is the mainstay of busi- 
ness today. 

Gift problems are discussed not 
only in December but the entire 
year here at Westbrook’s. The 
right answers to these questions 
are the secret of our success. This 
statement is borne out in our sales, 
our windows, our displays and the 
enthusiastic mannerisms of our 
employees from the service man 
to the president. 

Westbrook’s Christmas _ starts 
Nov. 1 when “Toy Town” is of- 
ficially opened. This department 
is in the basement section, one en- 
tire half of which is completely 
turned over to Santa Claus and his 
friends. This is a huge space for 
any store, anywhere, but here it 
has been found profitable to de- 
vote these hundreds of square feet 
to this sales department. 
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To some people Nov. 1 seems 
early to start Christmas selling 
promotions. With us it is ideal. 
Not only does it give the children 
a chance to choose their gifts, it 
gives the parents ample time in 
which to make selections—and in- 
cidentally have them all paid for 
when the Christmas season arrives. 


By 


HELEN 
R. 
CUNNISON 


Left—Santa Claus’ 
reception begins 
in “Toyland.” Be- 
low — Santa ar- 
rives at the air- 
port in Riverside. 


All gift merchandise as well as 
toys are promoted this early. 
Westbrook’s “Lay-A-Way Plan” is 
known all over this section of the 
country for the convenience it of- 
fers our patrons. 

About the third week in Novem- 
ber, Santa Claus comes to West- 
brook’s. always by some exciting 
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means of transportation. This past 
year he came by plane, arriving at 
the local airport where hundreds 
of children and grownups alike 
were on hand to 4, him. He 
distributed oe mi cveryone, then 
formed a parde 
















where he reigne 


Toy Towtm % 
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Riverside has 3 
mas opening rt) 3 
in our store co 


All lights are out n 
the business district); At a eG 
time every merchanf, ‘turns ge 
window and store dights 
taneously. A card entitling the 
sun whose name appears on it to a 
free gift or merchandise order, is 


in every window, placed incon- #& 
a 


spicuously se that people will have © 
to look for it. 

During this time, when 
streets were jammed, our Santa * 
Claus rode on our truck, distribut- 
ing gifts to the children. He was 
supplemented by a boys’ band 
which strolled through the streets, 
playing as it went. 

Westbrook’s feature every year 
is a toy mail box for Santa Claus. 
The response from the youngsters 
last year was tremendous. 

When children are handicapped 
by illness or poverty vu: some- 
thing which prevents them from 
seeing Santa Claus, we see that 
he makes a personal visit. This 
has done more to promote good 
will than any amount of ad- 
vertising for Westbrook’s Toy 
Town. Santa Claus also visits all 
schools in the county and city and 
provides an interesting program. 

Christmas newspaper advertis- 
ing starts with suggestive adver- 
tisements in November; an eight- 
page, three-color circular for the 
Christmas opening and daily copy 
thereafter which cover the store 
alternately. 


New Themes 


Each year a different theme is 
used in decorating both the inside 
and the outside of the store. The 
one used for the past year was 
probably the most effective we 
have ever used. On the outside 
huge lighted candles made of ordi- 
nary stovepipe, lacquered red. 
adorned the panels. There were 


at 


the 


five in all, with garlands of ever- 
green joining each one. Cut out 
letters for the sign, “Christmas 
Cheer and Season’s Greetings,” set 
on the marquee and used with in- 
direct lighting completed the out- 
ae decorations. The result was 
tisfattory as Westbrook’s 
asso strikingly illuminated that 


ok webs omg fro one end 
din \Str e other. 


atural evergreens were used 
in garland and wreath forms 
=throughout the store. Not only did 
tsent a Christmas atmosphere. 
Yeoscented the store with a 



















Here at Westbrook’s, we are 

believers in the traditional 
Fistmas. In other words, an old 
ed red and green Christ- 
course we add to it with 
ilver and gold tone, but 


f reen predominate. Candle 
ense ade of cast-off lino- 
leum d covered with metal 


paper “adorn every ledge with 
all posts. 










Garlandsyare strung over the en- 
tire storepaying every one enter- 
ing the d feeling of warmth 


and welcome. We try to make our 


- friendly patrons welcome in the 


good old fashioned way. Modern 
decorations such as blue and silver 
or brown and gold are fine for 
those who like them, but we can- 
not help but feel that Christmas is 
an exciting traditional event so we 
strive to keep it that way. 


Home Made Decorations 


All our decorations are home- 
made and used with discretion. 
thereby enabling us to cut costs 
practically in two. In that way we 
can use them over in a different 
manner the following year. 

For every table there is a bril- 
liant red card, plain but legible 
with white lettering with a few sil- 
ver stars for decoration. Smaller 
cards are scattered throughout the 
store pointing to various suggest- 
ed gift items. The store is kept 
well carded at all times, this be- 
ing a major thought in the firm’s 
established merchandising plan. 

Display windows have the ma- 
jor trims installed by Dec. 1, after 
that we change only the merchan- 





dise once a week, sometimes often- 
er. Even our caravan of trucks is 
decorated with Christmas signs. 
All in all, the Christmas touch is 
on every piece of Westbrook’s 
merchandise so that it not only 
sells our goods but sells the store! 

As added inducements for peo- 
ple to shop at Westbrook’s, we 
maintain a regular post office, 
wrapping and mailing depart- 
ment; gift wrapping department; 
gift suggestion department; will- 
call department and free delivery 
service. 


Stocks Cleaned Out 


So successful was the sales pro- 
motion plan in November that 
many of our smaller stocks were 
cleaned out that month, a full 
four weeks before many stores had 
given thought to any holiday sell- 
ing. Reorders were also cleaned 
out promptly during the following 
normal selling. Our regular staff 
of 50 employees is doubled during 
the Christmas season, which speaks 
for itself regarding business at 
Westbrook’s at Christmas. 


Christmas Trees 

Last winter a Minnesota dealer 
had a carload of Christmas trees 
shipped to him and placed them 
on a vacant lot near his store. He 
sold the trees to the city folks or 
gave one free to every family 
whose purchases for the preceding 
month amounted to $15.00 or 
more. One of the trees was 
trimmed and placed in the display 
window with a large placard an- 
nouncing the offer. The customers 
appreciated this thoughtful service 
and many additional sales were 
made preceding the holiday sea- 
son as a result. 
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Here’s an idea 
that will add a 
lot of holiday 
atmosphere to 
your show cases 
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Brighten Up Your Store 
for the Holidays! 


Here are ten ideas for giving your 


store a real Christmas atmosphere— 


and every one of them is practical 


Show Case Decorations 
HE front side of the show 


case (and sides, if they 

show) is masked with 
heavy red paper, such as card- 
board or blotting paper. This is 
cut out in irregular shape and 
fastened to the inside of the glass 
with pins pushed in along the 
edge. The back and floor are 
covered with white corrugated 
paper. Against the back are 
fastened green Christmas tree 
branches cut out of heavy card- 
board, overlapped a little. Nat- 
ural branches trimmed to lay flat 
can also be used. On the tips of 
the branches use candles cut out 
of soft tin and painted red with 
the flames painted bright yellow. 
Notice that the candles are cut 
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long enough so that the bottom 
can be folded back and down to 
clip on the branch. 


Display Boxes 


Wooden boxes 2% ft. square 
and 10 in. deep, with a shelf 
across the middle are lined with 
white corrugated paper or white 
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BOX LINED WITH WHITE CORRUGATED 


Striking effects may be obtained 
by using these for high displays 





crepe paper and the sides of the 
box that may show are covered 
with holiday paper. The box is 
then tied with wide ribbon ou 
paper strips decorated to look like 
ribbon. Gifts are set in the four 
sections of the box. By arranging 
several ‘of these boxes in tiers a 
very striking effect can be gained. 
and lots of “high up” display 
space for electrical appliances and 
other items. The boxes also may 
be hung on the wall as wall cab- 
inets. 


Hobby Shop 


A sign over the show case in 
front of your wall cabinet display 
of tools will make a small Hobby 
Shop, if space does not permit a 
larger one at Christmas-time. 
Take out the tools and line the 
back of the cabinet with white cor- 
rugated paper. Cover the edges 
of the cabinet with evergreen rope 
or light wood strips painted green. 
Make a sign 18 in. wide and the 
length of the showcase of wall- 
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HOBBY 4 SHOP 
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Show Case of 


HOBBY TOOLS 





Make it easy for those customers who are homeworkshop enthusiasts and 
install a “Hobby Shop” like this one for their Yuletide convenience 


board painted white and lettered 
“Hobby Shop” in red with a 
small tree in green, and mount 
on a frame of 114 by 2-in. strips, 
allowing the end pieces to extend 
down to support the sign above 
the show case so that the top of 
the sign is even with the top of 
the wall case. Attach the supports 
to al by 8-in. board that extends 
the length of the show case and 
is painted green. Also brace the 
sign at the top from the back. 
Line the show case with white cor- 
rugated paper and show hobby 
tools there. 


Santa Claus Faces 


You can make these jovial 
faces in any size you wish, by 
simply watching the proportions. 
The face should be a little longer 
than its width and the whiskers 
should be cut from a half-circle 
of paper twice the width of the 
face. The face is made of a piece 
of bristol board or plain heavy 
cardboard, the nose, a disk of red 
paper, is pasted on just a little 
above the center of the card. The 
eyes are cut out, with blue cello- 
phane or glossy paper pasted in 
back. The eyebrows are tufts of 
cotton tipped on with glue. 

For the whiskers, No. 100 off- 
set paper is best, otherwise use a 
heavy white coated paper. After 
cutting out the half-circle cut in 
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from the outer edge to make nine 
sections, cutting two-thirds of the 














Santa Claus faces are always 
in demand at Christmas time 


way towards the center of the 
straight edge. Curl the ends over 


a pencil. Paste on the face just a 
little below the nose. Complete 
by cutting out the moustache and 
pasting over the top line of the 
whiskers, just under the nose. 
Ribbons may be tied on either 
side opposite the eyes. 

These faces can be used to such 
advantage in a store that making 
them is well worth the effort. 


Backgrounds 


Here are two effective back- 
grounds that are colorful, inex- 
pensive and easy to make: 

(A) Cover the surface with 
red crepe paper. Over this stretch 
3-in. strips of white crepe paper. 
first across, then up and down, be- 
ing sure to fold over the ends of 
each strip three or four times, and 
secure with two small bright tacks. 
The space between each two strips 
should be as wide as the strips. 
Cut a piece of cardboard the width 
of the paper strips to use as a 
measure. 

(B) Wire netting with half-inch 
square or diamond mesh is painted 
white and fastened with small 
double pointed tacks over a wall- 
board panel of the same size paint- 
ed red, or over a panel in the 
background that has been painted. 
Finish off with a small flat mold- 
ing around the edge of the wire. 
This idea can also be used with 
the wire cut out in the shape of a 
Christmas trees. It’s always de- 
cidedly effective. 
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These backgrounds catch the eye, and they are easy to construct 


HARDWARE AGE 



























































| 





ETAL STRAPS 
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There’s always some section of your store that can stand the added 
emphasis of a shelf extension. Always effective and easy to make 


Shelf Extensions 


Adding “bay windows” to your 
shelving at intervals will give add- 
ed space for gift displays and a 
novel decorative effect. The ex- 
tension shelves are cut from 8 to 
10-in. lumber, the thickness of the 
regular shelves, each end being 
cut off at an angle. The length of 
the shelves depends upon the 
space between shelf divisions. The 
bottom extensien shelf should be 
counter high, and rest on the ledge, 
if there is one there. If not, use 
a center leg for support. Attach 
the other shelves in place with 
metal straps and support the out 
edges with one-inch strips. Finish 
off with flat molding top and bot- 
tom. Cover regular and extension 
shelves with heavy white paper. 


Illuminated Panel 


This is a simple way to make 
an illuminated sign or display 
panel for small merchandise. The 
bottom and ends of the box are 
made of 1 by 6-in. boards, and is 
4 ft. long by 18 in. high. To this 
form are nailed front and back 
panels of compo-board, the front 
panel being cut out just as far as 
the three-foot circular panel ex- 
tends down on the back panel 
when nailed in place. About 6 
to 7 in. Two braces should be 
used in back of the round panel 
from the floor up. The box is 
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painted green outside and white 
inside. Three lights in the box 
attached to the back panel illumi- 
nate the circular panel, which is 
painted white with a border of 
green holly leaves and red berries 


Nan a ee ee ee ee 





This device is invaluable in 
displaying small merchandise 


cut from metallic paper, the veins 
in the leaves being creased in with 
a blunt stylus or brush handle 
after they are cut out. “Merry 
Xmas” should be in red. 


Shadow Effects 


Following the proportions 
shown in sketch A lay out a tree 
pattern 8 in. high and another one 
15 in. high. Place the patterns 
on cardboard or heavy paper and 
draw light lines around the edges 
of the pattern. Remove the pat- 
tern and cut out the tree with a 
knife or shears. Make a number 


of trees in each size, and in the 
various colors desired. Put two 
trees of the same size but different 
colors together, then move the 
back one down one inch and to 
the left. This forms the “shadow” 
for the tree in front. Red and 
green, green and yellow, yellow 
and blue and blue and white are 
a few combinations you can make. 
Use in show cases on ledge walls, 





Shadow effects are always pleasing 
for designs, letters or backgrounds 


in fact, all over the store and in 
the windows and get a striking 
effect at small cost. 

Sketch B shows the shadow idea 
applied to cutout letters. 

Sketch C shows the shadow idea 
applied to the covering of show- 
case bottoms and the backs of wall 
cases. 


Lists and Section Signs 


(A) On a panel of Upson 
board 2 by 3 ft., tack two sheets 
of heavy white paper. Turn one 
sheet back as you would open a 
writing tablet. On the other sheet 
give a list of gift suggestions. Lists 

(Continued on page 64) 
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GIFT ITEMS 1 
IN THE SECTION 














These two ideas will “pep up” any 
store during the holiday season 
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OLORFUL outside and in- 
C terior Christmas decora- 
tions, a toy catalog, fre- 

quent advertising, and a good 
stock of toys and holiday gift items 
enabled Lange’s Hardware, in Edi- 
son Park, a Chicago suburb, to in- 
crease its 1937 Christmas toy sales 
30 per cent over the volume for 
1936. Although Edison Park is 
less than an hour’s ride from the 
Chicago Loop district department 
stores, with their larger stocks of 
toys and elaborate promotion. 


Joseph Lange and his son, Ed- 
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ward, “went to town” by means of 
real merchandising. 

The Langes fired their opening 
gun for Christmas with an adver- 
tisement, occupying nearly a quar- 
ter of a page in a local shopping 
paper having a circulation of 
3000. The ad, published Nov. 25, 
1937, referred to the store as 
“Santa Claus’ Headquarters for 
Toys.” Customers were advised 
that, “Here you will find the larg- 
est collection of toys in the history 
of our store. Shop early for best 
selection. A small deposit will hold 


Lange’s put over the Christmas atmophere in 
decided fashion as this illustration proves. 





any article until Christmas. Watch 
for our toy catalog which will be 
delivered to your home by West- 
ern Union Messenger about Dec. 
Ist.” 

The store was dressed up for 
Christmas immediately after 
Thanksgiving and distribution of 
the catalogs by uniformed mes- 
sengers to 2000 homes in Edison 
Park a few days later started the 
ball rolling for Lange’s Christmas 
business. Regular advertising in 
the shopping news, and colorful 
window displays continued to pull 
customers into the store, right up 
until late Christmas Eve. 

Of last year’s Christmas activi- 
ties Mr. Lange says, “Some men 
whose youngsters received our cat- 
alogs came into the store and said. 
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Boosted Toy Sales 30% 





And the Christmas atmosphere was continued in the store’s interior. The 
two center display tables were built up to provide extra display space. 


‘What is the big idea of sending 
the catalog to my home? My kids 
see things they want in it and 
bother me.’” Mr. Lange would 
then courteously explain that by 
sending the catalogs to homes in 
the community he was doing a ser- 
vice as the fathers and mothers 
would therefore know just what 
their youngsters wanted for Christ- 
mas thus avoiding disappointment 
for their youngsters. Usually the 
irate fathers would then agree that 
the idea was a good one after all. 
“People were willing to buy ex- 
pensive lines shown in the catalog, 
but not carried in stock,” says Mr. 
Lange, “but they wanted to see the 
low priced items before they would 
buy. 

“We do not cut any prices to- 
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ward the end of the Christmas sea- 
son nor do we hold special sales. 
I always talk about ‘early Christ- 
mas shopping’ and keep to my 
prices because doing otherwise 
would be unfair to those who shop 
early for their Christmas lines as 
lots of my customers do. We don’t 
try to meet downtown Chicago de- 
partment store prices on special 
sales. When customers complain 


that an‘item is a bit cheaper in 
the department stores I point out 
that the department store is having 
a special and that when I have 
specials I have prices like those in 
department stores. Because adults 
buy toys anyway we keep toys 
where they can be seen by young- 
sters but not easily handled.” 
Christmas spirit pervaded the 
Lange store from the front door to 








Colorful decorations, toy catalog, 
frequent advertising and complete 
stocks of both toys and giftwares 
built 1937 Christmas business for 
Lange’s Hardware, Edison Park, Ill. 

















a Grand Op 


6706 Northwest Highway 
Phone Newcastle 4060 





the rear. In front of the entrance 
to the store was a two by four up- 
right, painted green, and bolted 
to the sidewalk, on which were 
supported two signs reading, 
“Headquarters Toys and Holiday 
Goods.” The signs were in 
Christmas colors and showed a 
Santa Claus head. At the base of 
the upright was a triangular sign 
reading, “Toys,” and decorated 
with holly leaf designs. Each of 
the display windows was illumi- 
nated with lamps totaling 700 
watts. Crepe paper festoons and 
built-up displays, chiefly of toys 
and other lines of interest to 
youngsters, caught the eyes of both 
young and old folks. One window 
had a sign showing the number of 
shopping days before Christmas, 
together with a picture of Santa 
Claus. The sign read, “Believe it 
or not! Only 6 more shopping 
days. Buy Now!” The sign was 
changed daily so that it would al- 
ways be up to date. 

Inside a canopy of green Christ- 
mas festoons was extended from 
the ceiling and at uniform inter- 
vals “icicles” were hung, the 
“icicles” being spaced 6 in. apart 
and hung evenly. Wires held the 
“canopy” to the ceiling. Price 
cards and decorative signs sup- 
plied by a wholesale hardware 
house added to the decorative ef- 
fect supplied by crepe paper de- 
signs, icicles and festoons. 

On Dec. 16, 1937, the store ad- 


vertised a chocolate candy special, 
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Santa Claus’ 
Headquarters for 


TOYS 


HERE YOU WILL FIND THE LARGEST COLLECTION OF 
TOYS IN THE HISTORY OF OUR STORE. 
SHOP EARLY for REST SELECTION 
A Small Deposit will hold any article until Christmas. Watch for 
our Toy Catalog which will be delivered to your home by Western 
Union Messenger about Dec. 1st. 


LANGE'S HARDWARE 


ENING 
OF YULETIDE GIFTS 


Lange began the 
1937 Christmas 
campaign on Nov. 
25 with this ad- 
vertisement. The 
original was 7!/2 
in. high by three 
columns wide. 


Edison Park 





offering a 2-lb. box of chocolates 
for 59 cents together with a candy 
dish. Although some of the candy 
was bought by youngsters who had 
no money to buy anything else, 
most of the adults who were at- 
tracted by the candy bargain 
bought other merchandise, includ- 
ing toys, giftwares and household 
lines. Although the candy was ad- 
vertised but once a half gross of 
2-lb. boxes were sold before 
Christmas Eve. The candy was 
displayed in the back of the store 
so that all who were attracted by 
the candy advertisement passed by 
all of the other Christmas displays 
before getting back to the display 
of chocolates. 

The two center display table sec- 
tions were built up to provide ad- 
ditional display space. One by two 
uprights were used to held up the 
extra shelving, the units being 
bolted onto the display cases. 
Three-quarter-inch plywood was 
used for the shelving. Toys, games. 
dolls, etc., were offered at prices 





ranging from 25 cents to $19, pro- 
viding a variety of playthings for 
people in the territory whose 
means were limited as well as mak- 
ing an appeal to those with ample 
funds for Christmas purchases. 
Twelve different train sets: were 
displayed, only three of which 
were left over. A total of 18 sets 
of trains ranging in prices up to 
$19.50 were sold. 

Although there is not much op- 
portunity, in the district, for rid- 
ing sleds on hills, the store sold 
more than four dozen sleds last 
Christmas. Toboggan sleds, which 
were shown in the store’s catalog, 
were ordered by quite a few peo- 
ple who enjoyed winter sports. 

As a means of keeping the good 
will of its patrons the store pub- 
lished an advertisement on Dec. 23 
showing Santa Claus and reading, 
“Gratefully acknowledging your 
valued patronage. We extend to 
you and yours best wishes for a 
Joyous Christmas and a Happy 
New Year.” When the store was 
closed Christmas Eve all merchan- 
dise was removed from the win- 
dows and a cordial greeting was 
placed in each. Both windows had 
decorative signs reading, “With 
the Season’s Greetings. Accept 
Our Thanks for the Greatest of all 
Gifts, Your Patronage. Lange’s 
Hardware.” 

Just before Christmas in 1936, 
the firm had a phonograph in the 
store for playing Christmas rec- 
ords. The music was “broadcast” 
to the neighborhood by the use of 
a loud speaker placed on the out- 
side of the store. Taking a sug- 
gestion from the Nov. 5, 1936, is- 
sue of Harpware AGE, the Lange’s 
used a sign picturing Santa Claus 
holding a “stop” sign. The sign 
read, “Stop Right Here for Toy 
Values. No need to go further.” 








Gratefully Acknowledging You Valued Patronage ~ 
We Extend to You and Yours Best Wishes for a 


Joyous Christmas anda Happy Vow Year 
| LANGE’S HARDWARE 


6706 NORTHWEST HIGHWAY 








And this advertisement, published Dec. 23, 1937, concluded the campaign with 
a grateful acknowledgment. This one was 3!/2 in. high and five columns wide. 
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Steal the Local Show With 


a Miniature Santa Claus! 





You see large ones on every corner at 


Christmas time, but if you want some- 


thing unusual just read this article 

















Here is the raw material—here the finished product. 


GQ) HOWMANSHIP plays an ever 
increasing part in successful 
Christmas merchandising. Large 
organizations go in for mammoth 
parades and expensive decorations, 
but they fail to give sufficient at- 
tention to the impersonation of 
Santa Claus. We have seen some 
of the country’s greatest retail or- 
ganizations turn out a Santa who 
is long, lanky and wearing an ill- 
fitting costume. Such Santas are 
not good showmanship and if 
they seem to satisfy the children 
it is probably because the children 
are on too much good behavior at 
holiday time to criticize or doubt. 

Here and there a well turned-out 
Santa is to be found, and usually 
the store sponsoring him reports 
a successful performance. Unless 
one is prepared to give the matter 
some study and a little attention 
to details it may be better to omit 
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the feature. But, if you plan to 
have a Santa this year, let us con- 
sider how to make him a little 
more convincing than the usual 
run. If you can organize your 
fellow merchants with a view to 
having only one Santa, particular- 
ly if your town is small, so much 
the better. 

First, we must remember that 
we are appealing to the child 
mind, though we must not under- 
estimate that mind. It has a razor- 
edge intelligence, the sharper be- 
cause it is keenly interested and 
perhaps a little doubtful. 

Too many Santas are chosen 
from the ranks of odd job men 
around town, and, admirable as it 
is to employ these men, consider- 
able success is sacrificed by their 
unimaginative performances as 
well as by their physical unfitness 
for the role. Nearly every city has 


men who are very much under 
normal stature. Even midgets are 
available for such work, and if 
you can obtain one you have the 
material for a new and publicity- 
getting Santa. Newspapers will 
make copy of him, children will 
talk incessantly about him and 
even grown-ups will be intrigued 
by him and pay tribute to your 
ideas. 

There are midgets of dif- 
ferent types—those built in pro- 
portion and those slightly 
deformed—legs bandied, etc. Try 
to obtain one as well proportioned 
as possible in order that his iden- 
tity will not be so apparent as one 
whose figure is well known locally. 
Little women have been known to 
play the part well. One of the 
most intriguing Santas we have 
seen was a little old lady of nearly 
80 years. She was tiny, but erect, 
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and enjoyed a good color in her 
cheeks. The addition of whiskers, 
costume, etc., made her a jim 
dandy of a Santa. 


Since we are going to select a 
well-proportioned little fellow, we 
will need to give him a “tummy” or 
“corporation.” You will find that 
in the summer beach goods. A 
large beach play ball will do 
nicely. Cut it in half and carve 
out a piece of the top side to ac- 
commodate his real body. (See 
sketch.) It will be well, also, to 
cut a couple of scoops at the bot- 
tom in order that his legs may 
move freely—although this may 
not be necessary. Add apron 
strings for security 

It will be worth while to the 
real showman to have the suit 
fitted by your tailor—it is going 
to be used again, you know. You 
can have the tinsmith cut out a nice 
large and shining buckle for the 
stomach belt and two more for 
the shoes—if you elect to use the 
low buckle shoes. Our sketch 
shows a pair of boys’ high elk 
boots, which are more easily ob- 
tainable. 

Avoid too much red paint, as 
it looks artificial and we want our 
Santa to look like the real thing. 
If our midget has a ruddy com- 
plexion, which is not likely, so 
much the better. Ask your daugh- 
ter or one of your office assistants 
to apply the rouge to the nose and 
cheeks of our hero. She will have 
a more skillful touch than the 
men folks can hope to have. Next 
come the heavy white eyebrows 
and the beard and moustaches. 
See that these are a good quality 
even if you must purchase them 
from a theatrical supply house. 
One retailer sent abroad for a set, 
but it was worth the trouble and 
expense. 

This pocket size Santa is of par- 
ticular interest this year because 
of the interest in the seven dwarfs 
in the picture “Snow White,” but 
the children naturally comprehend 
things that are closely related to 
the picture-book world. Santa 
was never intended to be a giant 
—which he seems to be when 
played by the average full grown 
man. 

To further make your Santa a 
success, you can have his arrival 
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announced as taking place during 
the night—another concession to 
the child’s conception. You can 
advertise that due to his traveling 
all night, he will rise late—say 
about 11 o’clock, or whatever time 
you can get the youngsters into 
the store. In the morning, when 
they are congregated there, he will 
emerge from an Eskimo snow 
house or igloo in the store. Real- 
ism can be added by having an 
alarm clock ring inside the igloo 
and a few minutes later Santa 
stepping out in full view of the 
crowd. And, if you wish to carry 
the idea further, you can have an- 
other midget to represent Santa’s 
wife, Mary Christmas, who will 
serve Santa’s breakfast when he 
arises—bacon and eggs cooked on 
one of your electric grills. 





The usual performance of Santa 
talking to the children then fol- 
lows. Souvenirs may be distribut- 
ed along with a judicious bit of 
advertising matter, from a large 
pack near the igloo. 

A striped barber pole will serve 
as the North Pole—just another 
bit of stage property that helps 
make little tongues wag. Speak- 
ing of stage properties, see to it 
that an artistic job is done on that 
igloo. Some heavily snow-laden 
trees grouped about it—even 
though there are no trees at the 
pole—will help the whole en- 
semble. A heavy coat of Craftex 
on the igloo makes better snow 
than cotton. 

Try this stunt this year and see 
if you can steal the local show 
with your bantam-size Santa Claus. 





Fancy Gift Wrapping Service 


(Continued from page 37) 


were fastened sample boxes beau- 
tifully wrapped in different colors 
and with various types of decora- 
tions. This display campaign was 
backed up by showings of addi- 
tional sample boxes in the win- 
dows and regular mention of the 
service in newspaper advertising. 

Another important provision 
for fast service was made through 
the establishment of three wrap- 
ping desks in different parts of 
the store—the central desk on one 
side of the store near the center 
and two smaller ones toward the 
back. One girl was used at the 
smallest desk, two were stationed 
at the other one in the rear of the 
store and three at the central desk. 

Several weeks before the open- 
ing of the holiday season, the 
head wrapper took a course of in- 
struction in fancy wrapping from 
a supply house which furnished 
materials. She in turn gave full 
instructions to the other girls. 

Girls at the central wrapping 
desk were saved from customer 
interference during the rush 
period by a neck high partition 
around the desk, broken only by 
several cuts or openings. Patrons 
lined up before these openings 
and waited their turn rather than 
all crowding around the desk and 
hothering the wrappers. Desks 


were provided for writing cards 
and customers were required to 
have these all ready before bring- 
ing their packages to the desk. A 
dumb waiter from the basement 
storeroom kept girls at the central 
desk supplied with materials. 

No charge was made for boxes 
used in either ordinary or fancy 
gift wraps. Those were donated 
by the store. Three grades were 
purchased in all sizes, and buyers 
of the most expensive articles 
were given the most expensive 
boxes. 

The ordinary, donated gift wrap 
consists of the box and white tis- 
sue fastened with ribbonzine and 
silver and red seals bearing the 
company inscription. The repu- 
tation of the store, it was found, 
makes people like to exhibit the 
source of the gift, and seals serve 
this purpose. 

The fancy wrapping service 
served another important purpose 
in increasing sales to a new peak 
on wrapping materials. Near the 
center of the store was placed a 
large table where a trained clerk 
demonstrated the use of sippettes, 
cellophane ribbon and fancy pa- 
per. Customers who saw the 
pillar displays or had bought gift 
wraps in many cases bought ad- 
ditional materials for wrapping 
gifts not purchased from Brown’s. 
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The youngsters pick their gifts 
from the Koerner & Pingle window. 


Main Street in Watertown, Wis.. 
with its holiday decorations. 





Toys Are Only a Fraction 





Giftwares in Koerner & Pingle’s 
are sure to catch anyone’s eye. 





of This Firm's Xmas Sales 


Koerner & Pingle, Watertown, Wis., tie up 


everyday necessities with the holiday 


spirit. 


y 7 HEN the average farmer 
W and his wife visit the hard- 
ware store to purchase 
Christmas presents for the chil- 
dren they are usually in the buy- 
ing mood. This being the case. 
they can usually be prevailed upon 
to purchase articles of a non-holi- 
day nature. T. J. Koerner and C. 
W. Pingle of Watertown, Wis.. 
have realized this fact for some 
time past with the result that the 
Koerner & Pingle Hardware Co. 
finds that toys constitute only a 
fraction of the business done dur- 
ing the holiday season. 

This up-to-date hardware store, 
which does a large toy business 
throughout the entire year, always 
manages during the Christmas sea- 
son to give prominent display 
space to such items as roasters. 
milk pails and other items of in- 
terest to the rural trade. 

“Practically 60 per cent of our 
trade in this city of 10,000 is de- 


rived from the outlying farm dis- 
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tricts,” says Mr. Pingle. “Water- 
town is the heart of a large dairy 
region and the farmers in this sec- 
tion also raise the famous Water- 
town geese. This means that they 
need milk pails, other dairy equip- 
ment and roasters at practically 
all seasons of the year. I believe 
that fully eighty-five of every hun- 
dred farmers who visit our store 
to purchase Christmas gifts buy 
regular items as well. The more 
farmers we can attract to our 
store during the holidays the more 
regular items we will sell in ad- 
dition to Christmas toys.” 

Even during the height of the 
1937 holiday season, the firm kept 
milk pails out in front of the store. 
Farmers may grow sentimental 
when Christmas approaches but 
they will buy many items other 
than gifts, provided, of course. 
that those items are displayed 
where they can be seen. And 
many a farmer who visits the store 
to buy milk pails sees the toys 


“Lay-away” plan builds business 


and makes a gift purchase. The 
idea works both ways. 

The owners of the store have a 
sound holiday merchandising plan 
which brings in results. They get 
in a large shipment of toys late 
in November and urge both cus- 
tomers and prospects to buy toys 
early. One of the features of their 
pre-holiday selling, is the “lay- 
away plan, under which a cus- 
tomer can have toys held for him 
upon the payment of a small. de- 
posit. Mr. Koerner is enthusiastic 
over this idea. He states that it 
helps the store to sell almost 35 
per cent of its toy stock three 
weeks or more before Christmas 
and makes re-ordering a much 
simpler matter. 

This “lay-away” plan is ap- 
plied to practically all other items 
in the store in the way of utensils, 
glassware and smaller , electrical 
appliances. Mr. Koerner\also says 
that when a customer can be in- 
duced to buy toys on this basis 
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early in December, that he feels 
free to consider the purchase of 
other gifts in the same manner. 
The average customer is fre- 
quently unsettled in his mind as to 
what gifts to buy and the reserv- 
ing of toys or appliances by means 
of a small deposit helps him to de- 
cide on his purchases. 

“We feature our toys in the 
regular appliance section during 
the Christmas season,” says Mr. 
Koerner. “We move the appliances 
to other parts of the store and 
dress up the toy section in order 
to create a holiday atmosphere. 

“We usually issue from 5000 
to 6000 colored toy circulars and 
send them to rural and city box- 
holders. We back up this direct 
mail effort with regular newspaper 
advertising and with radio adver- 
tising on a local station which 
covers our area. It isn’t long be- 
fore our customers are ‘toy-con- 
scious.’ The quicker a hardware 
dealer gets started on his Christ- 


mas merchandising the 
amount he will sell.” 

This store also pushes major ap- 
pliances during the Christmas sea- 
son. Radios, refrigerators, washing 
machines and other electrical ap- 
pliances usually have a_ special 
window to themselves during this 
period. 

“While toy sales are undoubted- 
ly important,” says Mr. Koerner, 
“we always try to sell other items 
such as electrical appliances, glass- 
ware and utensils, and we usually 
succeed in doing so. We always 
have a number of tables display- 
ing this merchandise during the 
holiday season and we find it de- 
cidedly worth while.” 

This firm has served the people 
of Watertown for a good many 
years with the result that owners, 
clerks and customers are on a de- 
cidedly friendly basis. The owners 
know practically everyone in the 
entire trading area. This fact is of 
decided importance, especially 
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when it comes to selling major ap- 
pliances on a time basis. Although 
the firm endeavors to sell as much 
merchandise as possible there is 
never any attempt to over-sell any- 
one or to sell to those who, be- 
cause of their financial condition, 
should not purchase. This policy 
has worked out to the advantage 
of the firm and very few appli- 
ances have ever been repos- 
sessed. 

The firm cooperates with other 
local firms during the Christmas 
season to decorate the streets of 
Watertown with festoons of holi- 
day evergreens and with colored 
lights. There is also a community 
Christmas tree, street music and a 
party for the needy children. Both 
Mr. Koerner and Mr. Pingle state 
that in a small city it is essential 
for business men to do their part 
in promoting the welfare of their 
community. It shows civic pride 
and is excellent advertising at all 
times. 


This Store Uses New Ideas Every Christmas 


accessories illustrated, so that the 
catalog was a real family affair. 

Twenty-five thousand homes 
within five miles of the store re- 
ceived the Herrmann catalog, de- 
liveries being made by young men, 
over 16 years of age, who were in 
charge of one of the store’s sales- 
men, 

With the exception of electric 
trains and Christmas tree acces- 
sories, all playthings were dis- 
played on the second floor. Dis- 
play units made by manufacturers 
of electrical trains were used, some 
of the units being of a type more 
frequently seen in a big depart- 
ment store’s toy departments than 
in a hardware store. One display 
table, with pyramided displays, 
showed accessories such as stop 
lights, gates, etc., which were so 
arranged that by putting on the 
current all moving accessories op- 
erated in unison. Many trains 
were displayed on straight lengths 
of track but there were several 
sets ready for operation. 

Coaster wagons, bicycles, etc., 
are always assembled at the store 
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before delivery is made, unless a 
specific request is made that the 
merchandise be sent in knockdown 
form. This is done to avoid claims 
for missing parts or claims result- 
ing from improper assembling. 
Selling prices on these units in- 
clude assembly charges, although 
no allowance is given when the 
customer prefers to have such lines 
delivered as shipped from the fac- 
tories. Bicycles and higher priced 
items are sold on time payment 
plans to those known to have good 
credit rating, although most of the 
toy and giftware lines are sold for 
cash. Toys ranging in price from 
50 cents up were offered, the most 
popular items running from 50 
cents to $2. Bicycles were offered 
in a variety of models ranging 
from $22.50 to $40. 

Among the special promotions 
during the Christmas season was a 
demonstration of a _ so-called 
“drinking doll.” The display was 
in charge of a woman dressed as 
a nurse, was held on a Saturday 
morning and attracted a good 
sized crowd. The store devoted the 


major part of its second floor dis- 
play room, about 95 by 40 ft., to 
toys, games, dolls, construction 
sets, “craft” toys such as casting 
sets, sewing and cooking sets, etc. 

Toyland was staffed by eight 
regular men and women employees 
as well as by two holiday extras. 
All merchandise was plainly 
priced and was within easy reach 
of customers in order to facilitate 
examination and _ comparison. 
Many items were on raised dis- 
plays. 

In previous years the Herr- 
mann store had used newspaper 
advertising together with catalogs 
and one year had a Santa Claus 
walking around the district, with 
signs on his back and chest adver- 
tising the store. 

With all of its attractive and 
elaborate outside decorations the 
interior displays were of simple de- 
sign consisting mostly of festoons, 
wreaths, etc. This plan. added 
Christmas spirit but did not com- 
pete with the merchandise displays 
for the attention of holiday shop- 
pers. 
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Lighting display in 
a window of Tuley’s 
Grand Avenue store. 
Lights of all kinds 
for the Christmas 
season are display- 
ed in a manner that 
will catch the eye. 





Tree Lights Bring December 


TREE lighting inspection 
A service; telephone solicita- 
= tion of holiday lighting 
business; dramatized windows fea- 
turing both indoor and outdoor 
decorative lights; beautifully-deco- 
rated interior booths showing open 
bin displays of tree-lighting acces- 
sories. Those are a few of the un- 
usual features of a Christmas tree 
light merchandising program that 
helps make December by far the 
biggest month of the year for the 
Tuley Hardware Co., Oakland, 
Cal. The tree lighting business it- 
self comprises about 1214 per cent 
of the company’s December vol- 
ume. And this merchandise brings 
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Business to Tuley's 


Sales of lights total 12% per 
cent of holiday business for 
Tuley Hardware Co., Oakland, Cal. 


into the store several hundred 
extra holiday customers, many of 
whom buy a variety of gifts in- 
cluding major appliances. 

“Tree light merchandising is 
the key to holiday business and 
also a means of bringing in many 
year-around customers,” says G. 
M. Tuley, head of the company. 
“Tree lights are something nearly 
everybody buys—and_ wherever 
people get this merchandise, they 


are likely to buy a good many 
other items.” 

Mr. Tuley has not let five-and- 
ten-cent store competition inter- 
fere in the least with his tree light 
selling. His main store at 2139 
Hopkins Boulevard is located right 
across the street from a unit of a 
national chain that makes a big 
play on holiday lighting. But, 
Tuley’s prices are competitive, his 
service is superior and he puts 
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plenty of showmanship into his 
light merchandising. Result—his 
business is increasing every year. 

The Tuley stores start their 
lighting campaign early—between 
Thanksgiving and Dec. 1. All old 
customers contacted in the store 
are invited to bring in their old 
Christmas tree light sets for an 
early inspection. Customers who 
don’t happen to be in at this time, 
whether they have bought lights 
here in previous years or not, are 
given the same invitation by tele- 
phone. 

The inspection service idea has 
a strong appeal to the average cus- 
tomer. Checking over the old 
strings for faulty wiring, burned 
out bulbs or other flaws is a tedi- 
ous and time-consuming job. If 
the hardware dealer is willing to 
do it, the customer is well-pleased. 


Informal Invitations 


The telephoned invitation is a 
friendly, informal one—“Hello, 
Mrs. Blank. This is Mr. Blank 
down at the Tuley Hardware. | 
called to suggest that one of these 
days when you’re by the store you 
drop in and let us look over your 
Christmas tree lights. We have a 
test set here so it only takes a min- 
ute or two—just a little service 
that we give our old customers. If 
you need any bulbs, you know our 
prices are ‘right.’ ” 


When the old 


strings are 


checked over, the salesman keeps 
his eyes open for a chance to sell 
one of the new multiple circuit out- 
fits. If a large number of bulbs 
are burned out and some of the 
sockets aren’t in very good condi- 
tion, or if the wires have been 
taped, he points out that one of 
the new sets won’t cost much more 
than repairs on the old ones and 
that it will eliminate difficulties 
with a whole string going out when 
a single bulb burns out. 

Through consistent suggestive 
selling on the advantages of the 
new type outfits, the company was 
able to do about 75 per cent of its 
set business last year on multiple 
circuit equipment. This helped 
bring the size of the average set 
sale to a new several year high— 
about $1.35. 

The advance contact program 
not only produced extra business 
among old customers but also 
brought people into the store early 
in the season—before they had 
bought their major gifts. While 
there they were shown such items 
as electric clocks, electric irons, 
electric roasters, coffee makers 
and toasters. 

People who couldn’t be contact- 
ed directly were appealed to 
through clever window displays— 
also put in early. The front half 
of one entire window in the Hop- 
kins Boulevard store was devoted 
to Christmas lighting. Along the 
top of the window glass was paint- 


Each store has one of these centrally located booths which is 
devoted exclusively to a display of tree lighting essentials. 


ed a white strip with the lower 
edge jagged to represent icicles. 
On this background was painted 
the slogan, “Headquarters for 
Christmas Lighting.” In another 
white-painted space down the end 
of the window glass were listed the 
items displayed—“Outdoor sets, 
indoor sets, extra lamps and orna- 
ments.” Mistletoe and candle dec- 
orations painted in color on the 
white background added another 
holiday touch. 


Tree Lights Displayed 


Along the front of the window 
were dozens of glass bins filled 
with tree light bulbs in different 
colors, each plainly priced. Behind 
this, on a window floor covered 
with crepe paper in a brick design, 
were shown light sets and orna- 
ments. Farther back in the win- 
dow were a variety of gifts. 

In the center of the window 
background was a snow and tree 
scene with a_holiday-decorated 
house in the center. On this panel 
appeared the slogan: “Gifts That 
Please.” 

The same type of painted glass 
decoration was used in the other 
window — devoted to sporting 
goods and household gifts. Here, 
the background was a painted and 
flittered one showing Santa in the 
top of a chimney. Over the store 
entrance was lettered the slogan: 
“Giftland,” also on a white paint- 
ed background. 

The lighting window at the 
Grand Avenue store featured ellip- 
tical foil-covered background de- 
signs. Around the outer edge of 
each panel—one was used on the 
back of the window and one on 
the side—was a row of large col- 
ored bulbs for interior home deco- 
ration. Inside, forming a smaller 
egg-shaped design was a row of 
small Christmas tree bulbs. In the 
corner of the window was a huge 
cutout of a Santa Claus. Placed 
vertically around the outer edges 
of the window floor was a line of 
large colored bulbs. Inside of this, 
in colorful pottery dishes were 
tree bulbs in all colors. Set dis- 
plays filled the center of the win- 
dow. 

The other end window at the 
Grand Avenue store was built 

(Continued on page 94) 
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The toy displays attract people to the store, and the “gift” items do the rest 


Holiday Appearance Sells 
Everyday Merchandise 


HE Haddon Hardware Store, 
in Haddonfield, N. J., mea- 
sures L7 by 50 ft., yet at 
Christmas time this store is filled 
with toys and gifts, and does a 
volume of business that would do 
justice to a considerably larger 
concern. The success of this 
Christmas business is due to a 
merchandising policy that must be 
good, as there are in the same 
town two other hardware stores. 
two chain stores and two large 
concerns that handle many of the 
Christmas items stocked by the 
average hardware merchant. 

D. Grossman, owner of the 
store, relies on “gift” business 
for the majority of his Christmas 
volume. Although one side of his 
store is devoted to toys, it is 
really the sale of small appliances, 
housewares and tools that builds 
up his volume. The toys serve 
primarily as an effective medium 
to attract people into the store. 
The window display is designed 
with this in mind. The center sec- 
tion consists of an appealing ar- 
rangement of trains, dolls, etc.. 
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while either side is filled with 
suitable articles for adult gifts. 
Mr. Grossman features displays 
of housewares in gift packages in 
order to give them a “gift appear- 
ance.” For instance, toasters and 
vacuum bottles are displayed in 
cellophane wrappers tied with rib- 
bons. Carving sets, clocks and 
electric razors are shown in fancy 
boxes with cellophane covers. Even 


The Haddon Hardware 
Store, Haddonfield, 
N. J., makes regular 
items “gift” items by 
packaging them in 
Christmas fashion 


a 


tools are displayed in neat Christ- 
mas boxes that will make a com- 
mon variety of hammer look like 
just the gift for a mechanically- 
minded man. And it is astonish- 
ing what a few ribbons will do to 
an ordinary black vise. 

In the aisle near the door is a 
fancy table loaded with chrome 
ware, tea sets and unusual table 
ware, placed as though ready for 
immediate use. One side of the 
store is devoted to gift possibili- 
ties. The toys are arranged on the 
opposite side and are displayed on 
steps over the regular counters. 
This toy display extends to the 
rear of the store, so that people 
coming in to look at toys, or 
bringing their children for that 
purpose, will be exposed to entire 
display of other merchandise on 
the opposite side and in the aisle. 

Although the Christmas dis- 
plays are all in order by the first 
of December, Mr. Grossman does 
not begin his advertising until the 
week before Christmas. His Christ- 
mas publicity consists of an eight- 

(Continued on page 96) 
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volume, build the most 
elaborate electric train dis- 
play you can visualize—and then 
watch the customers pour in.” So 
says E. B. Anderson, manager of 
the toy and sporting goods depart- 
ments of the Maxwell Hardware 
Co., Oakland, Cal., who increased 
his holiday toy business better 
than 40 per cent last year primar- 
ily through use of the largest train 
display in the East Bay district— 
department stores not excepted. 
“Trains are the crux of any toy 
business,” continued Mr. Ander- 
son. “The store having the most 
elaborate train display becomes, 
in the customer’s eyes, the largest 
and finest toy store in town. 
Whether she wants a train or a 
velocipede, such a store is the one 
she thinks of first.” 
So successful was the Maxwell 


¢ | you're after Christmas toy 
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toy department last season that the 
company plans to make it a year- 
around division from now on, us- 
ing about 20 per cent of the origi- 
nal holiday space. It is felt that 
volume will well justify a depart- 
ment of this size and that it will 
provide a worthwhile opportunity 
for cleaning up carryovers and at 
the same time build regular cus- 
tomers for the following holiday 
season. 


A section of the ledge display that 
brought traffic and sales of toys. 


- 
tenis 





One of the most effective traffic 
builders for the toy department 
was a train window in which mov- 
ing scenery gave the impression of 
fast-moving trains. The display 
was built in a window box about 
3 ft. high and 6 ft. long. Several 
trains were shown, not moving, on 
tracks running the length of the 
box. Behind the box was a turn- 
table with a set of countryside scen- 
ery mounted on it. As the table 


The Maxwell Hardware Co., Oakland, 
Cal., increased toy business 40 
per cent with revolving scenery 
in window and with moving train 
that encircled entire department. 
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Five complete electric trains oper- 
ated continuously in this’ display. 


turned, one scene after another 
rolled in and out of view. The real- 
istic effect was completed by use of 
a phonograph record duplicating 
the sound of train wheels clicking 
along the track. The record was 
amplified and carried to the 
street by means of a loud speaker 
mounted outside the store and just 
above the window. 

Also figuring in the promotional 
program were two to three-time a 
week shopping news advertise- 
ments, which were used from Dec. 
1 on, in which trains were always 
given top position. They played 
up the idea of complete variety in 
all price ranges. 

Inside the department were two 
of the most unique train displays 
used on the Pacific Coast. Side 
walls of the department above the 
ledge level were painted with land- 
scape scenes as a background for 
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a 240-ft..long running train dis- 
play. Trees, bridges, tunnels and 
other features added to the back- 
ground’s effectiveness. 

Around the ledges on all four 
sides of the room was laid a 
double track for a_ late-model 
streamliner. The track was con- 
nected over the department en- 
trance and other breaks in the 
ledge by specially built bridges— 
made of wood and painted alumi- 
num color to harmonize with 
smaller ones on display. 


Continuous Motion 


All day long, the streamliner, 
whistling at regular intervals, us- 
ing lights, observing signals and 
otherwise acting in an almost 
human manner, whirled around 
the 240-ft.-long track. Wherever 


the customer went in that depart- 





ment, she couldn’t help but notice 
that one train. 

Near the center of the room and 
near orfe wall was an 8 by 20 ft. 
train table on which five complete 
electric train outfits representing 
as. many different price brackets 
were operating continuously. The 
entire table was operated by re- 
mote control switches so that the 
trains would stop or start or per- 
form any other feat without the 
observer ever seeing a control 
switch used. Automatic crossing 
barriers, gatemen and other acces- 
sories were constantly demon- 
strated on the huge table. A foun- 
dation of chipped marble cover- 
ing the table gave it an unusually 
attractive appearance. 

Along the wall, behind the train 
table, was a huge stepped up dis- 
play of trains. Six steps along the 

(Continued on page 96) 
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Although the Zweck-Wollenburg 
Co. and the Volkmann Co., Beaver 
Dam, Wis., do well individually 
during the holidays, they coop- 
erate with other firms when....... 








Main Street, Beaver Dam, on a late 
afternoon just before Christmas. 





Toys were featured in this Zweck-Wollenburg 1937 Christmas window and the 
holiday effect was obtained by the simulated brick and icicle background. 
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ERCHANTS in Beaver 
Dam, Wis., a city of 
10,050, have a city-wide 


Christmas promotion plan which 
brings good results and local hard- 
ware stores, including the Zweck- 
Wollenberg Co. and the Volk- 
mann Co., cooperate actively in 
that promotion. 

Beaver Dam is the city which 
ranked closest to the average in 
a recent small city survey made 
by the United States Department 
of Agriculture to determine con- 
sumer purchases, and is called 
“America’s Typical Small Town” 
by many people. 

The merchants decorate the 
streets with colored lights and 
wreaths for the holidays and 
broadcast Christmas music to the 
entire city over a fine amplifying 
system. In addition to this, they 
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Another of the firm’s holiday windows, this time of electrical appliances, 


with an imitation fireplace furnishing the proper setting for the display. 


pen to be ill at Xmas; then she 
and Santa visit the children at 
their homes or at the hospital, 
whatever the place may be. Such 
a visit, aided with a box of candy 
and fruit, cheers ailing children 
and helps make them happy. 
Their parents, too, appreciate such 
an act of courtesy and can’t help 
feeling friendly toward the mer- 
chants sponsoring such an idea. 

The merchandise the business 
men have for sale is advertised 
during the Xmas season in news- 
papers, by direct mail, and over 
a local radio station, W/BU. This 
direct sales appeal helps consid- 
erably to increase volume. 

A week or so before Xmas the 
merchants give a free party for 
all the needy boys and girls in 





also have a special sound truck 
which tours the country districts 
with a real Santa Claus who visits 
country schools and gives the 
children a good time. 

This sound truck usually sets 
out about the time the country 
schools close for the day. When 
the children come tramping out 
of the building, there is Santa on 
a truck with Christmas music 
pouring from the sound system. 
Naturally the children are at- 
tracted to the truck where Santa 
talks to them, tells them about 
the big holiday doings at Beaver 
Dam and urges them to get their 
parents to bring them to town 
before Christmas to see the big 
holiday gift displays at the va- 
rious stores. 

Such a publicity program brings 
many rural families to Beaver 


NOVEMBER 3, 1938 


Dam each holiday season. An 
additional program is that con- 
ducted by Miss Beulah Clough, 
secretary of the Chamber of Com- 
merce. She obtains the names of 
all children in the city who hap- 





One section of the store is given 
ever to toys and called “Toyland.” 


Beaver Dam. The names of these 
children are obtained from the 
relief director, and invitations are 
sent them to attend. This affair 
is usually held in the High School 


gymnasium, and more than 500 





Another section features giftwares 
and bears the name of “Gift Shop.” 
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youngsters are entertained each 
year. 

For such an affair, there is a 
big Christmas program’ with 
plenty of music and singing. Each 
child gets a bag of fruit, candy 
and peanuts, and the choice of 
two small toys or a large one. 
These toys are donated by the 
various merchants, and some are 
purchased from a_ special toy 
fund, subscribed to by various 
citizens. 

Naturally an extensive promo- 
tion like this creates a great deal 
of Christmas spirit. While it may 
not result in directly traceable in- 
creases, the spirit created mani- 
fests itself in the inclination of 
people to buy more gifts. Beaver 
Dam merchants have carried on 
this program for many years and 
that is one reason why most of 
them enjoy a good volume of 
profitable holiday business. 

In addition to participating in 
the city-wide Christmas promo- 
tion, the Zweck-Wollenburg Co. 
has a well-balanced Yuletide pro- 
gram of its own which appeals to 
practically every member of the 
family and which aids materially 
in swelling the firm’s profits. 

Such a program naturally be- 
gins with a large toy stock and 
with the active promotion of those 
items, points out I. C. Wollen- 
burg, manager of the store, but 
he also tries to tie the toy pro- 
gram with the promotion of sales 
of other merchandise such as 
radios, refrigerators, washing ma- 
chines, electrical items, glassware, 
sporting goods and similar items. 
Coordination of merchandising 
activities throughout the entire 
store at Christmas time always 
results in increased sales for al- 
most all other departments as 
well. 

“A good toy department prop- 
erly promoted will undoubtedly 
bring many people to the store to 
buy toys and will give any hard- 
ware dealer a profit,” says Mr. 
Wollenburg, “but we are just as 
interested in getting the father, 
mother, sisters and brothers in 
that family to inspect all our 
stock in the store and make other 
purchases. At Christmas, a hard- 
ware dealer has an opportunity to 
bring more people into his store 
than at any other time. This. 


62 


then, is the time to get more sales 
through a larger stock, better dis- 
play, increased lighting, well 
planned display windows, more 
intensive selling and an augmented 
advertising campaign.” 

Mr. Wollenburg points out that 


when a father and mother come 





The Volkmann Co. diplays holiday 
merchandise in lighted wall boxes 





One of the Volkmanr display cases 
with glass top and removable front 


to a hardware store with their 
children to inspect the toys, the 
parents will usually leave the 
others and inspect items on dis- 
play in other departments. 
Frequently the father and 
mother will decide to give them- 
selves a joint Christmas present 
and with a little urging will pick 
out a radio, electric refrigerator, 
washing machine or gas or electric 
range. A suggestion by an alert 
salesman that such items make 
wonderful Christmas gifts often 
results in a sale. Through inten- 
sive selling of this sort—not over- 
selling, of course—this store sells 





many large as well as small items 
at Christmas time. 

“We start off our Christmas 
merchandising season right after 
Thanksgiving by increasing our 
all-year-round toy department to 
include the big shipments of 
Christmas toys,” says Mr. Wollen- 
burg. “At this time we also send 
out 4,000 copies of a colored 
illustrated toy booklet to city and 
rural prospects, especially those 
having children. We increase our 
radio and newspaper advertising, 
and we decorate our store and 
windows with a _ well selected 
Christmas trim which gives the 
store a Yuletide atmosphere, with- 
out cluttering up the view too 
much. We call one section of our 
store ‘Toyland,’ and the other, 
‘The Gift Shop.’ We try to get 
most of our decorations up high, 
so as not to obstruct the view 
from eye level. Additional illu- 
mination helps to bring out the 
color of the Christmas trim and 
the neatness of the objects on dis- 
play. All this means a great deal 
at Christmas, especially when you 
have a lot of women shoppers.” 

This store advertises several 
times weekly in a daily newspaper 
and this advertising space is in- 
creased during December. The 
store breaks up its advertising 
into three or four small ads in- 
stead of one large one, and they 
are scattered on several pages of 
the newspaper. Mr. Wollenburg 
likes this arrangement and says 
it pulls well. 

The firm has a radio advertis- 
ing contract with the local station, 
WIBU, which runs every day in 
the year. It consists of a 100 to 
200-word announcement on a 
musical program, the cost ranging 
from $1.50 to $2.00 a day. This 
program gets results, especially 
with the rural trade and brings 
many farm people to the store 
during December, as well as dur- 
ing other seasons of the year. 

“We keep plugging every day 
during December on our radio 
program, telling rural people to 
be certain to come to Beaver Dam 
to visit our toy displays,’ says 
Mr. Wollenburg. “We also tell 
our radio listeners that in our 
store they will find gifts suitable 
for every member of the family, 

(Continued on page 98) 
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An Early Start Helps Meet 


Big City Competition 


Charles Divan of Merchantville, N. J., 
also finds that early sales serve to 


indicate the fast-moving toy lines. 


“7 \HE variations in weather 
are no more uncertain 
than the public’s choice 

of Christmas toys. One year they 

will buy every model animal in 
sight. The next year another toy 
will sell like hot cakes, while model 
animals in all their variations 
gather dust on the shelf. To fore- 

tell the public’s taste requires a 

mixture of clairvoyance, knowl- 

edge of current events and an ear 
tuned to mass psychology. And 
even then it is a mere guess.” 

So says Charles Divan, hard- 
ware dealer sin Merchantville, 


The interior of the 
store ready for 
Christmas. Steps 
or sloping planes 
have been bolted 
over most of the 
tables in order to 
add te display 
space. 
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N. J., who has specialized in 
Christmas toys for the last nine 
years. And his words are typical 
of the laments rising from many 
hardware men who specialize in 
toys at Christmas time. But each 
of these nine years has resulted 
in a successful toy season at the 
Divan store—requiring several 
re-orders, and leaving little stock 
left over. It might be asked, there- 
fore, whether Mr.: Divan relies on 
occult powers, or whether his suc- 
cess is due to sound merchandis- 
ing policies. The latter, at least, 
are open to observation. 


¢ 
Caller 


An early start is of primary 
importance in Mr. Divan’s mer- 
chandising policy. With the large 
department and chain stores in 
Philadelphia only five miles away, 
it is imperative that he gets his 
toys on display as soon as the 
large concerns. Not only that, but 
he has found that early sales give 
a good indication of what items 
will be fast sellers, and early re- 
orders stand the best chance of 
being filled, before every store in 
the district starts clamoring for 
more of the fast-moving toys. So 


by the middle of November, Mr. 
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Divan starts bolting his display 
steps above his tables and clear- 
ing off some of the wall shelves. 
The large, stepped display table 
in the front of the store is cleaned 
off and given over entirely to 
toys. By Thanksgiving at the lat- 
est, the entire toy display is in 
order, including the two show 
windows. 

As soon as the toy displays are 
in place, the Christmas adver- 
tising campaign is started. The 
foundation of the toy publicity is 
a 30-page colored booklet put out 
by a jobber, with the store’s name 
on the cover. Two thousand of 
these booklets are distributed 
around the community by re- 
liable men, who roll the catalog 
carefully behind each doorknob. 
This distribution problem is im- 
portant, and was a major head- 
ache until Mr. Divan found men 
who would do the job properly. 


Advertises Early 


At the same time that the book- 
lets are distributed, Mr. Divan be- 
gins his Christmas advertising 
campaign in the local paper, which 
gives good coverage over the en- 
tire town. The first ad in 1937 
was a 6-inch deep by three col- 
umns wide using plenty of black 
and telling about the toy catalog. 
The next week the newspaper ad 
grew into a 15-in., two column 
spread with line cuts of many 
toys. The third week brought a 
three-column, 16-in. spread of line 
drawings and half-tones of fea- 
tured toy items. The final week 
before Christmas-week showed a 
full three-column spread, half of 
which was devoted to gift items 
for adults. No advertisement is 
run in the Christmas-week issue, 
as Mr. Divan feels that by this 
time newspaper space has lost its 
effectiveness. 

This method of advertising 
build-up has proven most effective 
of the various methods tried by 
Mr. Divan. Next year he expects 
to enclose a mimeographed letter 
with each catalog, reminding his 
customers that they can use a 
charge account at Divan’s just as 
easily as in the large department 
stores, and that time payments 
can be arranged to suit nearly 
any condition. Also, that de- 
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liveries will be made even during 
Chirstmas eve. 

The toy catalog also serves as 
a foundation for toy purchases. 
Every item in the catalog is 
stocked, as Mr. Divan has found 
that customers become highly an- 
noyed when the store does not 
have a certain article selected by 
the customer from the catalog. 

An axiom of toy merchandising 
in this store is to have at least 
one of every type of item on dis- 
play. Steps are set over flat tables, 
shelves and platforms are given 
over to toys while the aisles are 
lined with bicycles and wagons. 
The entire store is decorated in 
Christmas fashion ornaments sus- 
pended from the ceiling and a 
plentiful use of red and green 
trim around the walls. One large 
table is given over to Christmas 
tree balls and electric lights al- 
ways sure-fire sellers. During the 
1937 season the store disposed of 
more than 2000 spare bulbs for 
tree lights. 

But toys are by no means the 
only articles sold at Christmas. 
Small electrical appliances and 
houseware, suitable for gifts are 
excellent sellers. Several elaborate 
displays of these articles are ar- 





ranged near the front of the store, 
because it is there that they will 
be sure to catch the eyes of 
parents who bring their children 
in to see toys. Incidentally, toys, 
so Mr. Divan finds, are one of 
the most effective means of bring- 
ing people, both young and old, 
into the store. Tools also move 
regularly at Christmas. These 
wares are displayed in well lighted 
wall cabinets and panels. 

As the yearly inventory at the 
Divan store is taken in January. 
Mr. Divan makes a feature of an 
‘inventory sale’ table. On_ this 
tablet he puts all the items that 
have been excessively slow-movers 
during the year. The marked 
down prices invariably sell these 
articles and permits him to clear 
his shelves of all ‘dead wood’. 

Toys that are still on hand after 
the holiday rush, are noted on a 
separate inventory sheet. This 
paper is kept in Mr. Divan’s desk 
throughout the following year, so 
that he can make a note of the 
toys sold during this period. Ac- 
cordingly, by the next fall, when 
toys are to be again ordered, he 
has a complete, up-to-date list of 
the toys still on hand, and can 
make allowances in his purchases. 





Brighten Up Your Store! 


(Continued from page 47) 


may cover the items sold in the 
section where the sign appears or 
else list “Gifts for Dad” and so on. 

(B) On the wide side of a 114 
by 2-in. upright painted green, 
nail an extension of 1 by 3-in. 
lumber 18 in. long, painted white 
and lettered in red on each side 
“For a Merry Xmas.” From this 
suspend a sign made of wallboard 
of white, lettered in green, giving a 
list of items found in the section. 
A small rope or chain keeps the 
sign from sagging. 





Gift Selector 


Here is a simple inexpensive 
idea that customers will ap- 
preciate. It can be inclosed with 
December Ist bills, put in pack- 
ages and handed to customers 
coming into the store. 


On a sheet of paper of letter- 
head size make a three- or four- 
column list of gift suggestions in 





Reminders like this get results. 


alphabetical order. Use a note 
reading—“Here is a partial list 
of the gifts to be found here at 
our store. Checking them over 
should save you a lot of time and 
bother, and perhaps some money 
as you do your Christmas shop- 
ping.” Prices should read “from 
—_——to——_——,”’ if used. 
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Store Basement Helps Build 


Major Appliance Business 


The J. Kornely Hardware Co., Milwaukee, Wis., 
realizes results from the entrance to this 
department and from its outside sales staff 


©fOVe 
ane 
HOUSEHOLD 


This is what the prospect sees 
from the top of the stairway. 


ANY a hardware dealer, 
M debating the problem of 

where to place his ap- 
pliance department, wonders if he 
will lose sales if he puts it into the 
basement section. Undoubtedly 
there are many factors which enter 
the proper merchandising of ap- 
pliances in a basement location. 
but the J. Kornely Hardware Co. 
Milwaukee, Wis., has worked most 
of them out, with the result that the 
firm today does a fine business on 
these items. 

Back in 1891, when the firm was 
first founded, citizens of Mil- 
waukee were quick to call it, “The 
Stove House” because so many 
stoves were kept in stock and sold. 
In fact people came for miles to 
inspect the Kornely stove stock. 
knowing they would find what they 
wanted there. 

When gas and electric appli- 
ances came into the field, it was 
only natural that the firm would 
enter into this field in an intensive 
way. 
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A key factor in the Kornely 
appliances program is a staff of 
outside salesmen who are always 
calling on the trade, following up 
leads and making sales. But hardly 
less important is the fine appliance 
layout in the store itself, especially 
the basement display area and the 
approach leading to it. 

Ray Kornely believes that in 
merchandising appliances from a 
basement location, it is important 
to have some appliances on dis- 
play on the main floor, in order to 
attract the attention of prospects 
and let them know that the firm 
handles many well known makes. 

Secondly, he believes that the 
approach to the basement section 
must be high lighted so that the 
prospect is attracted to it. 

This has been done very effec- 
tively at the Kornely store. The 
entrance to the basement area is 
nea: the front of the store. A 
large sign bearing the words. 
“Stove and Household Appliance 








Here’s a section of the radio 
department on the first floor. 








And this is what she sees when 
she arrives in the basement. 


Department,” is spotlighted so that 
it stands out and attracts every- 
one’s attention. Below these lines 
runs an arrow, pointing down- 
ward, and then comes additional 
copy as follows, “Electric refriger- 
ators, gas ranges, electric washers 
downstairs.” 

The landing at the foot of the 
stairs contains a fine lighted dis- 
play consisting of a floor lamp 
standing beside a* range. The 
light, shining down the stairs on 
this range makes the whole place 
attractive and invites the prospect 
to step downstairs to inspect the 
entire stock. 

We have tried to make this en- 
trance as attractive as possible,” 
says Ray Kornely. “And many of 
our customers have told us that 
they notice the basement appliance 
signs as soon as they enter the 
store. We are also planning a 
neon sign to further enhance the 
appearance of the department.” 

Mr. Korneiy also points out 
that a basement appliance depart- 
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ment generally permits the show- 
ing of a larger stock, and also pro- 
vides the privacy which prospects 
like when discussing the appli- 
ances they intend to buy and the 
terms of sale. A short flight of 
stairs is no impediment to sales, 
believes Mr. Kornely, especially if 
those steps are made light and 
attractive and the prospect can be 
given a glimpse of what lies be- 
yond. 

For many years this firm has 
made a practice of exhibiting ap- 
pliances at various cooking schools 
and home shows in Milwaukee, 
and the salesmen have been trained 
in cookery and home management 
problems to such an extent that 
they can discuss these problems 
intelligently with a woman pros- 
pect. 

Not only must an appliance 
salesman know the mechanical 
operations and economy features 
of the appliances he is selling, but 
he must also know the problems 
the housewife faces in her home 
and how appliances can help solve 
them. The Kornely firm has 
found that the more salesmen are 
trained in these home management 
problems, the better salesmen they 
become. Salesmen in all instances 
are urged to find oui from the 
housewife prospect what home 
management problems bother her, 
and then work to solve those prob- 
lems by suggesting the use of cer- 
tain appliances. 

For example, in selling refriger- 
ators, the firm has found that 
women are more deeply interested 
in how long certain foods will keep 
than they are in mechanical oper- 
ation. Ideas like the storing of 


large quantities of food, bought at 





Numerous major appliances are 
also found on the first floor. 
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bargain prices, also appeal to 
women who are thinking of buying 
refrigerators. 

The Kornely firm also balances 
its appliance advertising program 
by using some direct mail, as well 
as handbills, and newspaper adver- 
tising. In this manner, the efforts 


of outside salesmen are augmented 
instances, 


considerably. In _ all 





Progress That 
Endures Is Slow 


EEP in the consciousness of 

every man is a longing for 
something beyond him—something 
higher than himself. That seems to 
be the basis for all religions. It is 
the old “pursuit of happiness.” Ma- 
jestic trees and tiny plants reach up 
and out for that something; the vine 
clings to the wall ahd pushes its 
tendrils upward and outward until 
it reaches the top. 

Nothing in life stands still. It 
moves forward or dies. 

Thus it is in human existence. It 
seems natural to grasp at things 
within reach, as a foothold, so that 
we may repeat the step and climb 
still higher. Each step offers fur- 
ther knowledge and experience, but 
some of us fail to use the knowledge 
as a guide to further progress, nor 
do we use it to help a fellow seek- 
ing the same progress. We are too 
often prone to carry a tail light to 
keep him from bumping or passing 
us, and we call this “the survival of 
the fittest.” 

Cooperative progress is possible. 
We can help the other fellow with- 
out hindering our own climb to the 
top. If we are good we will have no 





prospects are urged to come to the 
store to inspect the stock and ask 
questions concerning home man- 
agement problems and their solu- 
tion. The large basement appli- 
ance section also enables many 
salesmen to show merchandise to 
prospects simultaneously and still 
give each one the degree of privacy 
desired. 


difficulty in being better, while the 
setback is often a blessing in dis- 
guise. A seeming loss may be a gain 
in reality. 

Slow, conservative progress is the 
more likely to remain consolidated. 
Too rapid grasping at weak sup- 
ports, overreaching and laying hold 
of things beyond our ability to 
maintain is not real progress, but 
the prelude to a disastrous fall. 
“Haste makes waste,” said Benja- 
min Franklin. 

Make progress, but take your 
time. 


—JO BERGE 
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Thanksgiving and Football 
Suggest Effective Displays 


Hardware Age Original 
Window Display Ideas 
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This Th iving display is simple yet effective. The Hardware Age interchangeable 
display ures furnish the setting and the turkey, pumpkins and valence do the rest. 
Tan is a good color for fixtures with orange for pumpkins, valence and turkey background. 
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Use two by fours, painted white, for the goal posts and a large orange oval for the 
football with lettering in black. Arrange the merchandise as shown in the above 
display. A grass green background and floor will help suggest the football field. 
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ANNOUNCING THE 


Exclusive Double -Action 
Cutter Shaves Cleaner, 


Faster! 
Whiskers are fed to the 
cutter from four directions 
as shown in cross-section 
at left. Even close-lying 
bristles are lifted upright 
and clipped off at skin-line. 
That means quicker, clean- 
er shaves —every time! 
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NEW GILLETTE 
DRY SHAVER 


A FINE PRECISION INSTRUMENT THAT MAKES YOU 
$7°° PROFIT ON EVERY SALE 


OU’D expect an electric razor made by Gillette to be the 

very finest that technical skill, vast resources and 37 years 
of shaving experience could produce. And the new Gillette Dry 
Shaver is exactly that. It’s “got everything” — new-type double- 
action cutter; goose-neck head; a package that’s a knockout— 
plus a host of other exclusive features! Men are anxious to see 
it. You know that means extra store traffic! And each sale nets 
you $7. What's more, Gillette guarantees complete satisfaction. 
It this shaver does not measure up to the buyer’s expectations, 
he may return it to us in exchange for Gillette Razors and/or 
Gillette Blades at list prices to the full amount paid you! 
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ORDER FOR IMMEDIATE DELIVERY! | 


Priced at $20, the Gillette Dry Shaver promises superior per- 
formance—and delivers it! The head is offset, for easy, natural 
shaving. Its double-action cutter has a four-way beard pick-up. 
Even flattened bristles are lifted and sheared off at skin-line. The 
sturdy, all-steel traveling case includes a non-breakable mirror 
and removable cradle for use as a convenient wall bracket! 
Don’t delay! Exacting standards make production difficult. 
Present output is extremely limited. So order only enough to 
fill your holiday requirements. But call your wholesaler now 
and make sure of early delivery. 
GILLETTE SAFETY RAZOR CO., BOSTON, MASS. 





SEE THESE BIG SALES FEATURES! 


1. Exclusive, double-action cutting head 
—with 4-way beard pick-up. 

2. Goose-neck construction. Enables 
user to shave at natural angle. 

3. Striking modern design. Fits the hand 
comfortably. 

4. A precision instrument—sturdily built 
to the close limits of a fine watch. 

5. Powerful, high-speed motor that 
never fades or falters. 

6. Perfect protection for shaver is pro- 
vided by durable metal traveling case. 
7. Built-in, non-breakable mirror swings 
into position for easy shaving. 

8. Removable cradle is convenient wall 
hanger for shaver and shaver cord. 

9. Positive guarantee of satisfaction. 
User can exchange shaver for full retail 
value in Gillette Blades and/or Razors. 
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W. N. THOMAS, Sargent 


& Co., New Haven, Conn., 
builders hardware manufac- 
turers, celebrated his 50th 


anniversary with that company 
on July 31, 1938. He began 
his career in the company’s 
New York office, in 1888, as 
an entry clerk. He was en- 
dowed with a mind that en- 
abled him to quickly acquire 
a knowledge of the company’s 
products, so that by 1891 he 
was traveling for the com- 
pany—first in New Jersey and 
later in New York state. For 
the next two years he was a 
special salesman in charge of 
large contract work outside of 
the New York territory, particularly in the south and 
southwest. In 1898 he was placed in charge of the com- 
pany’s office and sample room in Philadelphia. By 1911 
his knowledge and experience was so well rounded that 
he was transferred to New Haven to take charge of pro- 
duction control work. In recent years he has had charge 
of Sargent advertisirg and in the development of new 
designs in builders’ hardware. Mr. Thomas’ knowledge 
of his subject was shown in articles published in Harp- 
WARE AGE, some time ago, in two series entitled, “Builders” 
Hardware from the Ground Up,” and “Builders’ Hard- 
ware Door by Door.” 





W. N. THOMAS 
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Hardware Age 
Fifty Year 
Club 


E. S. RUSSELL, presi- 
dent, Everett Hardware Co., 
Everett. Wash., is proud, and 
properly so, of his record of 
58 years of activity as a hard- 
wareman. Seventy-four years 
young, Mr. Russell is on the 
job at Everett Hardware Co. 
every business day and says, 
“T don’t know that I have a 
hobby unless it is to always 
sell high grade merchandise 
at reasonable prices.” In 1880 
he became an apprentice in 
the Wilcox Hardware store, 
Hutchinson, Kan., serving in 
the tin shop under his father 
who was foreman of that part 
of the Wilcox business. After a 
year in the shop he was made a retail salesman, continu 
ing in that end of the business for four or five years. The 
business was reorganized and incorporated and he became 
a member of the firm, taking charge of the office and of 
buying. Mr. Russell sought new fields to conquer in 1889 
at which time he went on the road for the Kansas City 
Hardware Co., wholesale hardware distributors, continu- 
ing with that organization until its liquidation in 1891. 
From 1891 to 1910 he was a salesman for the Shapleigh 
Hardware Co., St. Louis, Mo., wholesale hardware dis- 
tributors, covering southern Kansas and Oklahoma. In 
1910 he was transferred by Shapleigh to travel the Puget 
Sound district and Alaska. He resigned from the 
Shapleigh organization in 1921 to enter the retail hard- 
ware business with his brother-in-law, E. B. Townsend. 
In his first year on the road he went into Oklahoma the 
opening day, on the second train from Arkansas City, 
Kan. He was on hand to catch the first train but was 
unable to get on the train as it was too crowded. Of the 
early days he says, “I was the first salesman to take an 
order ‘over the counter’ in the city of Guthrie, Okla., the 
third day after the opening of the territory. This order 
was sold to the New York Hardware store, owned at that 
time by George E. Munday. I ‘staked’ a lot in Guthrie, 
the day of the opening and the next day found I was in 
in the middle of a street. That was the end of my real 
estate holdings in Oklahoma.” 





E. 8. RUSSELL 
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ANDREWS ISSUES EXEMPTION DATA 


UNDER THE HOURS-WAGES LAW 


Explains how executives, professionals, local retail employees, 
and outside salesmen are exempted from provision of new law. 
States that border-line cases may be dealt with through petitions 


in writing addressed to Administrator. 


By L. W. MOFFETT 


Washington Representative of | 
Hardware Age 


! 

Defining executive, administra- | 
tive, professional, local retailing 
and outside salesmen, Adminis- 
trator Elmer F. Andrews has is- 
sued regulations under the wage- 
hour law for these exempted 
classes. The matter of defining 
terms is one of the most difficult 
tasks the wage-hour Administra- | 
tor has had to deal with so far 
and is expected to be a continuing 


source of dispute and subse- | 
quently of court tests. 
In issuing the regulations, 


which pertain to Section 13(a) 
(1) of the act, the wage-hour Ad- 
ministrator added a_ statement 
informing affected interests that 
petitions may be filed seeking re- 
vision of the regulations. Such 
petitions must be in writing, ad- 
dressed to the Administrator, and 
set forth the changes desired and 
reasons for proposing them. If 
he thinks there is reasonable 
cause for amendment the Admin- 
istrator will either schedule a 
hearing or make other provision 
for presentation of views for re- 
vision. In determining such fu- 
ture regulations, separate treat- 
ment for different industries and 
for different classes of employees 
may be given consideration. Fail- 
ing of satisfaction at the hands 
of the Administrator aggrieved 
persons, it was pointed out, have 
recourse to the courts. 

Of outstanding interest to the 
retail and wholesale trades are 
definitions of the terms “local re- 
tailing capacity” and “outside 
salesmen.” An employee in local 
retailing capacity is described as 
one “who customarily and regu- 
larly is engaged in making retail 
sales the greater part of which 
are in intrastate commerce, or 
who performs work immediately 
incidental thereto, such as the 
wrapping or delivery of packages, 
and who substantial 





does no 
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| same nature as that performed 


amount of work of the same 
nature as that performed by non- 
exempt employees of the employ- | 
ers.” 

An “outside salesman” is de- 
fined as one who regularly per- | 
forms work away from his em- 
ployer’s place of business, and en- | 
gaged in making sales as defined | 
in Section 3(k)—‘sales” or 
“sell” includes any sale, exchange, | 


contract to sell, consignment for | 


| sale, shipment for sale, or other | 


disposition—and who does no sub- | 
stantial amount of work of the 


by non-exempt employees. For | 
the purpose of this definition, re- 
current routine deliveries, whether 
or not prior orders are placed by 
the purchasers and collections, 
shall not be considered sales. 


An executive or administrative 
employee is defined as meaning 
one whose primary duty is the 
management of the establishment 
or its department and who regu- 
larly directs work of other em- 
ployees with authority to hire and 
fire them or whose suggestions 
and recommendations for hiring | 
and firing and as to advancement 
or any change of status will be 
given particular weight. Also an 
executive or administrative em- 
ployee is defined as one who 
regularly exercises discretionary 
powers and “who does no sub- 
stantial amount of work of the 
same nature as that performed by 
non-exempt employees * * * and 
who is compensated for his ser- 
vices at not less than $30 (ex- 
clusive of board, lodging or other 
facilities) for a work week.” 

A professional is defined as one 
regularly engaged in work: 

“(1) predominately intellectual 
and varied in character as op- 
posed to routine mental, manual, 
mechanical or physical work, and 

“(2) requiring the consistent 
exercise of discretion and judg- 
ment both as to the manner and 
time of performance, as opposed 
to work subject to active direc- | 
tion and supervision, and 





Outlines other details. 


“(3) of such a character that | 
the output or the result accom- | 


plished cannot be standardized in 


| relation to a given period of time, 


and 

“(4) based upon educational 
training in a specially organized 
body of knowledge as 
tinguished from a general aca- 
demic education and from an ap- 


dis- | 


prenticeship and from training in | 
the performance of routine men- | 


tal, manual, mechanical or physi- 
cal processes in accordance with 
a previously indicated or stand- 


ardized formula, plan or pro- 
cedure, and 
“(5) who does no substantial 


amount of work of the same na- 
ture as that performed by non- 
exempt em- 
ployer.” 

One regulation provides that 
overtime pay above 44-hour a week 


employees of the 


must be compensated for in cash 
times the 
regular rate paid before the law 
went into effect, if that rate was 
in excess of 25 cents an hour. The 
regulation said that an employer 


at one and one-half 


who ‘reduced hourly rates in an- | 
| with Behr-Manning, he will be 


ticipation of a sudden rush of 
business would be responsible for 
overtime at the original rate “be- 
cause the change was an obvious 
subterfuge to avoid the effects of 
the maximum hours provision.” 


It was ruled that it is the em- | 


ployers’ regular rate of pay on 
which time and a half is based 
and not any minimum set in the 
act. An employer purporting to 
reduce rates of pay but guar- 
anteeing the same total wages as 
those paid before the law went 
into effect, the regulations said, 
must also pay overtime at the old 
rate. 

It was pointed out also that an 
employer who induced his em- 


ployees to accept a reduction in | 


wage rates on the strength of the 
maximum hours provision might 


find that a court would hold the | 


original higher rate of pay the 


| regular rate of pay. 





CHAS. P. KNUPFER 


NEW VICE-PRESIDENTS 
FOR CARBORUNDUM CO. 


Charles P. Knupfer, general 
sales manager, and Henry P. 
Kirchner, works manager, have 
been elected vice-presidents of 
the Carborundum Co., Niagara 
Falls, N. Y. Mr. Knupfer contin- 
ues in charge of general sales. 

A. O. McDOUGALL JOINS 

BEHR-MANNING CORP. 


A. O. McDougall, sanding ma- 
chine specialist, has become con- 
nected with the Behr-Manning 
Corp., with headquarters at the 
home office in Troy, N. Y. Mr. 
McDougall was formerly sales 
manager for the Clarke Sanding 
Machine Co. In his new capacity 


available for service in connec- 
tion with coated abrasives for use 
on rental equipment. 





A. 0. McDOUGALL 


HARDWARE AGE 











AG 


NOV] 


as: 


ch 








AGE—WHILE IT’S NEWS 


THE TRAD 


NOVEMBER 3, 1938 

















FOR 
JONES & LAUGHLIN "sales manager at Detroit, succeed- | Kelvinator, and Bendix Home Ap- FLEXIBLE STEEL LACING 
SALES APPOINTMENTS ing Walter J. Bothwell, who has | pliances. PROMOTES WEBSTER 
V.A : : been transferred to Pittsburgh to The Sidles Co., Omaha, Neb., ’ ae naLoNy ae 
. A. Jevon has been appointed an si he | hes bee winked distributor Austin Webster has been ap- 
assistant to the vice-president in become manager of _the casi dit mena aamiieg Nw li f Whi ing | Pointed resident sales representa- 
denen dh eee ot Ge fant created Bureau of Standardiza- | of the comp ete ine 0 hiting = ang ag sone PRR Fo a“ 
—— _ tion. Charles M. Merritt and | stokers and allied products. Nor- 
Walter S. Fischley of the Detroit | man Schwartz will be in charge | 
office, have become assistant dis- | of Whiting sales for the Sidles 
trict sales managers of that of- | Co. 
fice. | - - 
R. J. Stayman has been made | BARNES TO CONTINUE 
manager of warehouse sales with | H. D. ARCHER CO. 
headquarters in Pittsburgh. H. B. 
Royer, who has been manager of | Robert M. Barnes, who several 
the warehouse at Long Island months ago became a partner in | 
City, N. Y., has been appointed the Henry D. Archer Co., New | 
| manager of warehouse operations, Orleans, : La., has announced | 
with headquarters in Pittsburgh. that he will continue the business | 
| under the same firm name, repre- | 
| senting the same manufacturers 
WIRT B. KING JOINS | and traveling the same territory. | 
PACIFIC SALES CO. The firm's policy of 1 
with wholesalers 100 per cent 
Wirt B. King has recently | will not be changed, Mr. Barnes 
al | joined the Pacific Sales Co., 973 | states. 
P ‘eg eroee Market St., San Francisco, Cal., | - AUSTIN WEBSTER 
: | N.R.H.A. CONGRESS | 
1 . . 
a Laughlin Steel Corp., Pittsburgh | JULY 17-20, 1939 the Flexible Steel Lacing Co., 
"lie: : Ks a The National Retail Hardware 


- Pa. He has been district sales 
manager at Baltimore since April | 
1, this year, and is succeeded in | 
that city by Henry R. Dorney, | 
who has been assistant district 
sales manager. 

William K. Breeze, who has 
been assistant district sales man- 
ager in the New York office, has 
been appointed district sales man- 
ager. Charles M. Mason, who 
held an assistant sales manager- | 
ship in Buffalo, has been made | 
district district sales manager at | 
that city. Park B. Turner, re- | 
cently a member of the firm of | 
Turner, Gill & Crouter, Philadel- | 
phia, has been appointed special | 
representative of the Eastern of- | 
fices, which include Atlanta, Bal- 
timore, Boston, New York and 
Philadelphia. 

Samuel A. Fuller, for a number 
of years district sales manager at 
Boston, has been made district 
sales manager at Chicago, suc- 


~— — ve. 
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WIRT B. KING 


an organization of manufacturers’ 
representatives headed by Roland | 
A. Grubb. 

Mr. King was formerly asso 
ciated with John H. Graham Co. 
in a similar capacity on the Paci- 


| Hdwe. Co., Birmingham, Ala. He 


Clark St., Chicago, IIl., has been | 
appointed distributor of the Cas- | 
co “75” electric razor made by | 


Chicago. He has been with the 
company at the factory for the 
past 16 years and is entirely fa- 
miliar with the products and sales 
policies. 


Association will hold its annual 
congress, July 17 to 20, 1939 at | 
the Netherland Plaza Hotel, Cin- 
cinnati, Ohio. Rivers Peterson, 
Security Trust Bldg., Indian- 
apolis, Ind., is managing direc- 
tor of the association. 


N. Y. HARDWARE TRADING 
CoO. IN NEW QUARTERS 


The New York Hardware Trad- 
ing Co., Inc., has moved from 611 
| S. Main St., to a larger location 
at 328 S. Broadway, Los Angeles, 
Calif., where the firm now occu- 
pies approximately 18,000 square 
feet of floor space, consisting of 


JACK PARKER NOW WITH 
MOORE-HANDLEY HDWE. 
Jack Parker has become asso. 
ciated with the Moore-Handley’ 


was formerly sales manager in 
Birmingham for the Lamson &| main floor, basement and mez- 
Sessions Bolt Co. | zanine. The company operates 
' two branch stores, one in Pasa- 
dena and the other in Hunting- 
ton Park. 


D. CORRADO DISTRIBUTES 
CASCO SHAVER 


D. Corrado, 157 North 


Inc., 


NEW DISTRICT MGR. FOR 
CYCLONE HDWE. SALES 


J. M. Hendricks has been ap- 
| pointed district manager of hard 


the Casco Products Corp., Bridge- 
port, Conn. 


ceeding Maxon A. Blessing, who a 
has become manager of the Chi- 
cago warehouse, with T. B. Dan- | 
iels of the Cincinnati office as | 
assistant manager of the ware- | 
house. Mr. Fuller is being suc- 
ceeded at Boston by Francis B. 
Kittredge, who has been assistant 
district sales manager. 





WHITING onl HARTFORD, CONN., 
SALES APPO NEEDS CATALOGS 


George L. Godfrey, Elkhart, H-B Hardware Co.. 190 Wind- | 
| Ind., has been appointed man-| ..¢ St Hartford, Conn., would | 
ager of stoker sales for the Whit- appreciate receiving manufactur. | 
ing Corp., Harvey, Ill., in the | ers’ catalogs. The store’s catalogs 
were destroyed in the recent hur- | 
ricane and flood that hit Hart- | 
ford. 


DEALER | 





William Miller, former man-| North and western part of the 
ager of strip-sheet sales, Pitte- | 
burgh, has been made district | 


United States. He has previously 
been connected with Frigidaire, 
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ware product sales for the east 
ern division of the Cyclone Fence 
Co., Waukegan, II]. He will make 


| his headquarters in the company’s 
| district 


office, Newark, N. J. 
Mr. Hendricks has served the 
company in a similar capacity 
in the Cleveland district and 


will be succeeded there by H. C. 


Layne, who has been with the 


company in Cleveland for some 
| time. 
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AT BRUSH CONVENTION 





Sixty-four local Miami, Fla., paint dealers attended the recent brush convention of Devoe 


& Raynolds Co., New York, staged atop the Alcazar Hotel in Miami. 


Front row, left to right, 


are: James O’Rourke, Devoe & Raynolds Co., A. H. Mohrhusen, manager, Superkleen Brushes, 
J. C. Soulie, southeastern manager for Devoe, S. M. Greene, Joseph Greene, and Robert Greene. 
Somay Products, Inc., Miami, has been appointed a new distributor for the Superkleen 


brush line. 


line of paint specialties in Florida and along the Gulf Coast. 


Established a few years ago by M. S. Greene, the Somay Company distributes a 











RINEHART TALES ON 
WAGES AND HOURS BILL 


Fifty members and guests at- 
tended the Oct. 25 meeting of 
the Hardware Trade Association 
of New York, held at the Rail- 
road Machinery Club, 30 Church 
St., New York City. H. R. Rine- 
hart, Philadelphia, Pa., secretary, 
National Supply & Machinery 
Distributors Association, spoke 
on the Wages and Hours law. 
He stated that the law has two 
basic parts, one providing a mini- 
mum wage of 25c. per hour dur- 


ing the first year of the law’s ad- | 
ministration, and the second set- | 


ting the maximum number of 
working hours for those em- 
ployees subject to the terms of the 
law. Those employees whose 


hours are subject to the law will | 


have a maximum work-week of 
44 hours the first year, 42 hours 
for the second year and 40 hours 
for the third year. 
and Hours law applies, said Mr. 
Rinehart, to employees engaged 





The Wages | 


of industrial supplies who at- 
tempt to claim exemptions from 
the law, on the grounds that they 
are retailers, may lose more than 
they might gain, as the result of 
regulations under other 
stated Mr. Rinehart. Following 
the regular meeting Mr. Rine- 
hart answered questions on the 
law at an informal session. 

W. W. Edwards, Federal Hard- 
ware Co., New York City, presi- 


dent of the Hardware Trade As- | 


sociation, presided at the meet- 
ing. 
KEYSTONE BRASS WILL 
HAVE NEW PLANT 


The Keystone Brass & Rubber 
Co., Philadelphia, Pa., is plan- 
ning to move into its new en- 
larged quarters in the Traylor 
Bldg., Broad St. at Lehigh Ave., 
Philadelphia, about Dec. 1. The 
company will occupy more than 
twice its present space with 
greater facilities than before. The 


Traylor Bldg. is at the North | 
in commerce or in production of | Philadelphia stations of both the | 


goods for commerce. Distributors | Pennsylvania and Reading rail- 
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|N. Y. 
| will be on hand to show the 


roads. 


BROOKLYN ASSN. 
SPONSORS HARDWARE 
TRADE SHOW 


The Brooklyn Hardware Asso- 


| ciation will again sponsor a one 
| night hardware show, Jan. 12, 


1939 at the Johnston Building, 
Nevins & Fulton Sts., Brooklyn, 
Twenty-five exhibitors 


latest in spring merchandise. 
Ralph S. Allen, 48 West Broad- 
way, New York, is secretary of 


| the association. 


As a special feature of the 
group’s next meeting, Nov. 10, 
in the Johnston Bldg., the deal- 
ers will view a moving picture, 


“A Day With the Sun,” which 


| Booster and of 


| Hardware Assn. will hold 





portrays the highlights of a 
century of American history, in- 
terwoven with the growth of the 
newspaper industry since 1833. 


' The film shows how a piece of 
laws, | 


news goes through its transfor- 
mation before it becomes a part 
of the newspaper. The Brooklyn 
association is inviting members 
of the New York Hardware 
the Hardware 
Square Club to attend that meet- 
ing. 
SOUTH DAKOTA GROUP 
TO MEET IN MARCH 


The South Dakota Retail 
its 
annual convention and exhibit, 
March 14, 15, and 16, 1939, in 
the Corn Palace, Mitchell, S. D. 








MARK LYONS HEADS 
HARDWARE X CLUB 


Mark Lyons, McGowin-Lyons 
Hardware & Supply Co., Mobile, 
Ala., was elected Chief X of the 
X Club at that organization’s din- 
ner held during the recent joint 
convention of the American 
Hardware Manufacturers’ Assn. 
and the National Wholesale 
Hardware Assn. Mr. Lyons was 
also elected president of the 
N.W.H.A. 

The advisory council of the X 
Club now consists of Walter M. 
Bonham, C. M. McClung & Co., 
Inc., Knoxville, Tenn.; F. Herbert 
Smith, Nicholson File Co., Provi- 
dence, R. I.; C. J. Whipple, Hib- 
bard, Spencer, Bartlett & Co., 
Chicago, Ill.; Fayette R. Plumb, 
Inc., Philadelphia, Pa., and Ed- 
win F. Flato, Corpus Christi 
Hardware Co., Corpus Christi, 
Texas. 


MARSHALL-WELLS CO. 
ASSOCIATE CONGRESSES 


The Marshall-Wells Co., Du- 
luth, Minn., will hold the follow- 
ing associate congresses during 
1939: at Duluth, Minn., Jan. 30, 
31, Feb. 1; at Billings, Mont., 
Feb. 6-8; at Portland, Ore., Feb. 
6.8; and at Spokane, Wash., Feb. 
20-22. 


MICHIGAN CONVENTION 


The Michigan Retail Hardware 
Assn. will hold its annual con- 
vention, Feb. 7-10, 1939, in Grand 
Rapids, Mich. The exhibit will 
be held in the Civic Auditorium. 
Hotel headquarters will be the 
Pantlind Hotel. Harold W. Ber- 
vig, 1112 Olds Tower, Lansing, 
Mich. is secretary. 








BERRY HARDWARE EXHIBITS 








The S. H. Berry Hardware Co., Dover, N. J., arranged this in- 
teresting outdoor exhibit in the form of a log cabin booth for 
the Morris County Fair, Troy Hills, N. J. The fair lasted three 
days during which over 35,000 attended. The attraction of the 
final day was a “Sportsman’s Paradise” complete with animal 
exhibits, archery and rifle ranges. In the photo at the right is 
A. Segman, president and treasurer of the company. His com- 
panion holds one of the new Clemson precision lawn mowers, 
which was demonstrated during the exhibit. 
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gee LAST CALL TO A 1938 PROFIT 
———— FEATURE THE 


THE SERGEA 








SERGEANT 


SELF-STARTING ALARM 


"$295 


THE PERFECT CHRISTMAS GIFT 


Backed by 33,450,215 Ads in 31 Days 








PF Sais "5 SOON I re tania lt aes celia lat cn i 


READ ’EM AND REAP! 























Ask your G-E Distributor about 
SATURDAY EVENING POST GOOD HOUSEKEEPING a 
NOV. 26 AND DEC. 3 DECEMBER 1 7H-94 Sergeant Aino, reer $2.95 
’ - H-94 Sergeant Alarm, ivory ...... 3.50 
COLLIER’S ESQUIRE | cane a Alas tock 
DEC. 3 AND DEC. 10 DECEMBER J on ana 3.95 
, 1 7H-94-L Sergeant Alarm, ivory 
THIS WEEK AMERICAN MAGAZINE (Luminous dial) ..... iy 4.50 
DECEMBER 4 DECEMBER 1 7H-78 Acorn Alarm, brown ..... 3.95 
AMERICAN WEEKLY AMERICAN HOME 1 2H-08 Garcon Kitchen Clock, ivory .. 3.50 
DECEMBER 11 DECEMBER Buy these 6 clocks, plus display for only . $14.82 
Sell them in no time at all for cceeee 22.35 
LIBERTY COUNTRY GENTLEMAN Pocket this gross margin . . . $7.53 
DECEMBER 10 DECEMBER m 





 eeruatanaeel 
-~ 


THE LOW PRICED LINE WITH 4 NEW" PROFIT OPPORTUNITIES 












ime baci 





“GARCON © ‘OVERSEER ACORN  “BREVET ~=ITHACA = “GLADIATOR. = DUNCAN __s“VEDETTE 
3.50 5.95 3.95 6.95 2.95 6.95 4.50 3.95 
KITCHEN OCCASIONAL ALARM OCCASIONAL ~—Ss OCCASIONAL ALARM OCCASIONAL ALARM 
CLOCK CLOCK CLOCK CLOCK CLOCK CLOCK CLOCK CLOCK 





IF IT’S ELECTRIC BE SURE IT’S 


GENERAL (# ELECTRIC 
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STATE REVENUES INCREASE THOUGH 
COST OF FISHING LICENSES DROPS 


The Bureau of Fisheries re- 
ports that holders of fishing 
licenses have increased substan- 
tially during the past four years, 
States have increased their rev- 
enues from fishing license sales 
and yet the angler pays about 
five cents less for his license to- 
day than he did back in 1933. 

Bureau figures show that there 
were 4,858,058 anglers during the 
period 1932-1933. For the period 
1936-1937, according to the Bu- 
reau, anglers paid $9,309,949 for 
6,901,587 fishing licenses, 89,000 
of which were sold to women and 
children. States gained over $2.,- 
500,000 in revenue as contrasted 
with what they took in during 
the 1932-1933 period. In the earli- 
er period covered, the average 
license fee was $1.39. In 1936- 
1937 it was $1.34, or five cents 
less than it cost for the two years 
ended 1933. 

Combination hunting and fish- 
ing licenses totaled 1,948,812 dur- 


ing the years 1936-1937 and, of | 


the 6,901,587 fishing licenses is- 
sued, 6,234,478 were sold to resi- 
dents and 667,109 to non-resi- 
dents. Thirty States, where short- 
term licenses are sold, reported 
the sale of 223,128 tourist licenses 
for fishing. 

Figures supplied by the 
and game departments of 16 
States—Alabama, Arkansas, Cal- 
ifornia, Indiana, Maine, 
land, Nevada, New Hampshire, 


New Jersey, New Mexico, North | ° . 
| eon was given him by the execu- 


Carolina, South Carolina, Tennes- 

Texas, Utah and Washing- 

ton—show an estimated $136,- 

185,212 spent by 1,533,321 li- 

censed anglers in 1936-1937. Ex- 

penditures for tackle, bait, trans- | 
portation, guides, boats, gasoline, 

food, lodging and other equip- 

ment in these States averaged | 

, $87.33 and fishing license fees | 
averaged $1.68. 

It was estimated that less than | 
two per cent of their total aver- 
age expenditure of $89.01 found | 
its way into State fish and game 
departments for the enforcement 
of the fishing laws, educational 
work, administration, and for the 
raising of fish and restocking 
programs. The Bureau listed the 
ratio between the daily catch per 
angler and the daily limit re- 
ported by 11 States as averaging 
10 per cent. Individual State ra- | 
tios were: Alabama, 25 per cent; 
California, 20 per cent; Florida, 
60 per cent; Idaho, 50 per cent; 
Maine, 8 per cent; Maryland, 70 
per cent; New Mexico, 30 per 
cent; Rhode Island, 30 per cent; 
South Dakota, 60 per cent; Utah, 
30 per cent; and Washington, 60 | 
per cent. 


see, 
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fish | 


Mary: | 
and 63rd year of continuous ser- 


| an outside 


| celebrated 


With less than two per cent of 
the anglers’ expenditures allotted | 
to the State fish and game depart- 
ments, the Bureau regards an 
average catch of 40 per cent of 
the daily limit as indicative of ef- 
ficiency and thrift in State use of 
license money in “carefully man- 
aged and financed programs.” 


G. A. LIBBY CELEBRATES 
80TH BIRTHDAY 


George A. Libby of Bigelow & | 
| Dowse Co., 


Boston, Mass., 
ly celebrated his 80th birthday 





GEORGE LIBBY 


vice with the company. A lunch- 


tives of the company and later at 
his desk, I. S. Dillingham, presi- 


| dent of the company, on behalf 


of the employees, presented Mr. 
Libby with a lounging chair, ci- 
gars, and other gifts. He was also 
the recipient of many remem- 
brances by personal friends and 
hardware dealers with whom he 
has done business for a great 
many years. 

Mr. Libby began his hardware 
career at the age of 17 with the 
Bigelow & Dowse Co. as an of- 


| fice boy. Within a short time he 


became an inside salesman, then 
salesman and later 
superintendent. Nearly every 
salesman representing the com- 
pany today received his early 
training under Mr. Libby’s able 
instruction. He is still active and 
as enthusiastic over new ideas as 
any of the younger generation. 


RENOWN CELEBRATES 
30TH ANNIVERSARY 


From Oct. 10 to Oct. 15, the 
Renown Stove Co., Owosso, Mich., 
its thirtieth anniver- 
sary. J. Edwin Ellis, president, 
presented gifts to six men who | 


recent- | 








| have worked for the company 


during the entire thirty years. 
The company was formed as 
the Independent Stove Co. in 
| Detroit in 1906 by Mr. Ellis, 
| William V. Robinson and Robert 
| J. Waddell. The company makes 


| coal, wood, oil, gas and electric 
| ranges, 


and oil 
laundry 


and coal, wood, 
heaters, water heaters, 
and oak stoves. 


ANNUAL TURNERDAY 
ROUND-UP MEETING 


The Turnerday Round-Up an- 
nual joint meeting of sales, manu- 
facturing and administrative de- 
partments of the Turner, Day & 
Woolworth Handle Co., Inc., was 


| held at the firm’s home office in 


Louisville, Ky., Oct 5-7. Harold 
Graham, representative of the J. 
H. Graham Co., export agents, 
New York, and representatives of 
the Canadian Turner, Day Handle 
Co., Strathroy, Ontario, were 
present. 

The meeting was climaxed by 


| an afternoon of golf on the fa- 
| mous Big Spring Golf Course at 


Louisville, and followed by a ban- 
quet at the Brown Hotel Roof 


| Garden. Company representatives 
| and guests numbered more than 
| 75 
| Strickland Gillilan, Washington 


and were entertained by 


correspondent, who spoke on the 
future outlook for business. 





NEW EVANOIL DIVISION 
SERVICE MANAGER 


Robert J. Young has been ap- 
pointed service manager of the 
Evanoil division of the Evans 
Products Co., Detroit, Mich. Mr. 





ROBERT J. YOUNG 


Young is known in the space 


| heater industry for his contribu- 


tions in solving problems of 
manufacture, both as to design as 


| well as simplifying mechanism 
| with a view to greater efficiency 


and minimizing service problems. 

Previous to his new appoint- 
ment, Mr. Young was for four 
years associated with the Auto- 
matic Products Co., Milwaukee, 
Wis., as sales engineer. 


CELEBRATE GOLDEN ANNIVERSARY 





Mr. and Mrs. D. Fletcher Barber celebrated their golden wedding 

anniversary on Oct. 10 with an informal reception at their home 

in Newton, Mass. Mr. Barber is president of Chandler & Barber 

Co., builders’ hardware and supplies firm at 113 Huntington Ave.. 
Boston, Mass. 
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AMAZING NEW INVENTION 



























TWIN-FLEX SPRINGS 
with 
ZEROSTAT CONTROL 


Counselor Scales step ahead with a new rev- 
olutionary construction that gives a smooth- 
ness of operation, a weighing accuracy, and 
a dial return to zero heretofore considered 





— impossible in spring-type scales. Twin-flex 
tribu- é : 

| a springs with zerostat control is the secret of 
gn as this amazing improvement .. . a Counselor 
anism invention with patents pending. A sample 
iency scale, tested and compared, on your own 
lems. floor will speak louder than all the words we 
point- can put on paper. Order a sample from 
four your jobber today... you'll find it the 
Auto- smartest looking, best performing scale you 
ukee, ever stepped on... the values are abso- 


lutely unmatchable. 


Model 1000X 


Beautiful streamline styling, smart colors in 
chip-proof and crack-proof enamel .. . 
Electric light illuminates dial . . . current 
from replaceable flashlight battery. Large 
roomy platform with fine linoleum mat. 
Guaranteed 5 years. 


MODEL 1000, same scale, without dial 
light, at lower cost. 


Model 300 


Smart airstream lines in approved colors, 
with chrome trim in head. Large rotor dial, 
roomy platform with attractive linoleum mat. 
Guaranteed 5 years. 








The Brearley Co., Rockford, Illinois 


New York Office: 19 W. 23rd St.—Western Repre- 
sentatives: Eckert-Lloyd Corp., 734 Mission St., 
San Francisco and 756 San Julian St., Los Angeles, 


Sold by Leading Jobbers Cal.—William Keller Co., Inc., 414 Terminal Sales 
Bidg., Seattle, Wash. 


COUNSELOR Scales 


: Correct in Every Weigh” 


ve., 
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CHARLES W. PAESCHKE 


Charles W. Paeschke, 55, presi- 
dent of Geuder, Paeschke & Frey 
Co., Milwaukee, Wis., and prom- 
inent industrialist and civic lead- 





CHARLES W. PAESCHKE 


er of that city passed away Oct. 
19. Mr. Paeschke became presi- 
dent of the company upon the 
death of his father, co-founder of 
the concern. 

Soon after completing his edu- 
cation, Mr. Paeschke entered the 
firm in 1903. 

He was a director of the Na- 
tional House Furnishings Mfrs. 
Assn. and a member of the fol- 
lowing organizations: Blue Mound 
Golf Club, Wisconsin Club, of 
which he was a past president; 
Milwaukee Athletic Club, Trip- 
oli Shrine, Wauwatosa Chapter 
92, R. A. M.; Kenwood Lodge, 
Wisconsin Conservation Club, 
Milwaukee Assn. of Commerce, 
Y. M. C. A., Big Sand Lake Club, 
Phelps, Wis.; and the Milwaukee 
Motor Club. 

Surviving are his widow, Myr- 
tle Maass Paeschke, a son, Aug- 
ust K., secretary of the company, 
a daughter and his mother. 


WILLIAM FOWLER 


William Fowler, 79, a founder 
and former president of Fowler 
& Sellars Co., White Plains, N. Y., 
hardware dealers, passed away 
suddenly Oct. 21 at his home in 
that community. He began his 
hardware career as a sales clerk 
for Charles P. Sherwood, White 
Plains, N. Y., in 1888. In 1895 


78 





he and Joseph B. Sellars founded 
the firm of Fowler & Sellars which 
was incorporated under its pres- 
ent name in 1907 with Mr. 
Fowler as president. Although 
actively interested in the business 
of the Fowler & Sellars Co., at the 
time of his passing, he relinquish- 
ed his duties as president of the 
company about a month previous 
to his death. 

Mr. Fowler, who was well 
known and well liked among 
hardwaremen, was a charter mem- 
ber of the New York State Retail 
Hardware Association. He was 
also active in the Westchester 
County Retail Hardware Dealers 
Association, ‘having served as 
president of that organization. 
Mr. Fowler was president of the 
White Plains Rural Cemetery As- 
sociation since 1920 and a trustee 
of that group since 1905. An 
authority on Westchester County 





WILLIAM FOWLER 


history he assisted, some years 
ago, in preparation of “A History 
of Westchester.” 

Mrs. Fowler, a son William B. 
Fowler, president, Fowler & Sel- 
lars Co., and a daughter survive. 


CARL F. BOETTICHER 


Carl F. Boetticher, 66, execu- 
tive vice-president and sales man- 
ager of Boetticher & Kellogg Co., 
wholesale hardware firm of Evans- 
ville, Ind., died at his home Oct. 
15 of a heart attack. He had been 
in apparent good health up to 
the time of his death. 

Mr. Boetticher was the young- 
est of the three brothers active 
in the direction of the hardware 
business. Just 14 when he first 
worked for the company, he 





started as a messenger boy, work- 
ing odd hours after school and on 
holidays. He was made a member 
of the HarpwareE Ace Fifty-Year 
Club in November, 1936. 


He leaves his widow, a son, 





CARL F. BOETTICHER 


Thomas H., of Los Angeles, Calif., 
and two brothers, Oscar and Wil- 
liam H. Boetticher. The latter is 
president of Boetticher & Kellogg. 





JOHN W. HARRINGTON 


Whose passing was announced 
in the Oct. 20 issue of HARDWARE 
Ace. Mr. Harrington was trea- 
surer of the Harrington & Rich- 
ardson Arms Co., Worcester, 
Mass. He entered the business, 
which his father founded in 1871, 
at the age of 17 and until his 
death remained prominently iden- 
tified with the company. He had 
been treasurer since 1921. 








NATIONAL HOME LIGHTING 
EQUIPMENT PROGRAM 


Dealers in home lighting equip- 
ment of every kind will have an 
opportunity to stimulate their 
sales next year through a nation- 
wide promotion under the spon- 
sorship of the Edison Electric 
Institute, 420 Lexington Ave., 
New York City. The program will 
be presented in plan book form 
about the first of December. 

A feature of the plan book will 
be a supplement containing rec- 
ords of actual promotions within 
this field which have been suc- 
cessfully conducted in recent 
months by dealers and _ utilities. 
The general program is built 
around these individual “success 
stories.” 

The program will cover the en- 
tire field of home lighting equip- 
ment. Dealers will find in the 
plan book a storehouse of success- 
ful merchandising ideas that have 
increased dealer sales of portable 
lamps, fixtures and adaptors, wall 
lamps and bulbs. Utilities will 
find, in addition, suggestions for 
empty socket campaign, all-em- 
ployee activities and other special 
operations. Available for the pro- 
motion will be the new “Prize 





Award” I. E. S. lamps and many 
other recent developments in the 
home lighting field. 





TOY SALES MANUAL 
FOR SALESPEOPLE 


A new sales manual for toys 
and playthings has been pub- 
lished by the Toy Mfrs. of the 
U. S. A., Inc., 200 Fifth Ave., 
New York City, to give retail 
stores a concise summary of basic 
information about toys in a form 
which can be effectively used in 
the training of salespeople. The 
manual gives the general back- 
ground of toy selling, the impor- 
tance of the toy department as a 
good-will and prestige building 
factor in the store, the new con- 
ception of toys and playthings as 
educational necessities and influ 
ences on child life, and the re 
sponsibility which the retail stores 
have, as a service institution, tv 
give helpful information and ad 
vice to parents. 

One copy of the manual will 
be distributed free upon request 
to any retail store. Additional 
copies are 20 cents each; in quan 
tities of 10 to 30, 15 cents each: 
and 30 or more, 10 cents each. 
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ed 
S No.12 No.14. 
ct WEIGHS ONLY WEIGHS ONLY 
er, 12 LBS. 30Z. 12 LBS. 130Z. 
SS, , 
71, 
his 
en- 
ad 
ny NOZZLE 14 INCHES WIDE 
he 23% SQUARE INCHES ON THE RUG 

New No.12 standard MODEL WNew No. 14 DELUXE MODEL 
ys A full size, big capacity, 14” motor-driven brush cleaner The deluxe model, built on the same principle as the 
b- with remarkable lightness in weight for easy carrying standard No. 12, has new,, outstanding lightness and 
he and fast, tireless operation. It is powered by the famous ease of handling . . . plus all the well-known, up-to-date 
“l Hamilton Beach motor and has all the noted Hamilton features (floor light, tip-toe nozzle adjustment, power- 
‘ic Beach construction features for thorough cleaning and ful Hamilton Beach ball-bearing motor and many other 
‘m long dependable service. It’s a great cleaner value that refinements). Here, indeed, is a finer cleaner that will 
in sells on its merits at a price that attracts 90 appeal to your quality — - is 
. the most modest budgets . . ' $2990 priced to retail at only . ' $3 g7s Zs 
T- 
a These two cleaners are made-to-order for fast over-the-counter sales. Here is what 
ig . . . . 
> they give you to sell: Extreme lightness of weight—sought for by housewives every- 
a where . . . Larger cleaning area with new ease of handling and control . . . Beating- 
u . . . . “qe . . 
e sweeping-suction action for thorough cleaning ability . . . Precision, power and 


rugged simplicity for long, dependable service. These two great cleaner values— 
! backed by Hamilton Beach’s experience of manufacturing quality products—give 
you a rare combination of strong selling points . .. high quality and low price. 
st Order cleaners from your jobber. Write us direct for complete dealer sales helps. 


: HAMILTON BEACH COMPANY, Division of Scovill Manufacturing Co., RACINE, WIS. 
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AN OLD NEW YORK CITY STATUTE FORBIDS THE 
RIDING OF A BICYCLE, TRICYCLE, BOY'S WAGON, 
SCOOTER OR ROLLER SKATES WITHOUT A 
PERMIT FROM THE BOROUGH PRESIDENT! 


HEATED BY THE FAMILY COOKING! 


COOK-STOVE RADIATION! 
APARTMENTS OF NORTH CHINA ARE 





THERE ARE FLUES IN THE STONE 
FLOORS WHICH CIRCULATE THE 
HEAT THAT COMES FROM A 

FIREPLACE BELOW FLOOR LEVEL 
WHERE THE FAMILY COOKING 





2 as oo _ 
A SOLEMN CEREMONIAL SERVICE IS 
HELD FOR BROKEN NEEDLES 
EACH YEAR BY PRIESTS OF 
THE TOHOKU TEMPLE IN 
SUGAMO, TOKIO. 














LAMP LIGHTED 
1200 YEARS! 
A LAMP IN AN OLD PALACE AT TRAVANCORE, 
INDIA, HAS BURNED CONTINUOUSLY FOR 
4,200 YEARS \N MEMORY OFA FAMOUS RULER. 


——— = 
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Here’s how to make a great big 
splash’’ in selling paint this year! 
Write Sherwin-Williams. Get the full 
details of the greatest Dealers’ Deal 
ever made in paint. Find out how the 
world’s largest paint and varnish 
paa-¥ ab ¢-1oldb64-5 amb t-s of-Vol ob ale MB he-Mre (1-00-54) 
pate patm@eloh samdat-M-valete-E-lohg-a0t-bbatem-bale! 
selling line. Don’t be the ‘last one 
in’. Act. now! Write or wire for the 
facts to The Sherwin-Williams Co., 
Oj SZ -3E-balo Ol OME-Dale VOM ob abaleshol-Vmentel-1-F 


A 
yrs 


SHERWIN-WILLIAMS PAINTS 





Here’s a little Book that 
means Big Business for me! 


It's the 1938 edition of the Sherwin-Williams 
Home Decorator far and away the greatest 
salesmaker in the paint business. Sherwin 
Williams dealers will distribute 3,000,000 
otthem this year 3,000,000 hard-selling 
salesmen working overtime, day in, day out 
helping them sell Sherwin-Williams Paints 

Yet this Home Decorator is only one 
item in the great 1938 Sherwin-Williams 
| DY -To¥l-3 a-ae OL Tod MEME. Wait = Zod of bate Ott ale PET 3 Obb ale m- bale! 
PVchd-3ad-Sbale Mor: Cast ol- Sic pal oUbUL aM =D alebd-J 0 am: baelb bate! 
the Sherwin-Williams dealer. There's nothing 
like it in the paint business! Write for the 
facts to The Sherwin-Williams Co., Cleve 
land, Ohio and all principal cities 
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November 3, 1938 


ADVANCES 


Copper Water Tubing. 


Copper. Zinc. Cotton. 


DECLINES 


Some Types Steel Cut and Wire 


Tacks. 


Ice Cream Freezers. 


ADVANCES EXPECTED 


Copper Tacks. 
Copper Wire Nails. 


New Tack Prices—A leading 
maker of steel cut and wire tacks 
issued new quotations on October 
17. The current change effects an 
extremely moderate decrease on 
staple selling sizes of cut carpet, 
upholsterers’, and bill posters’ tacks, 
the best sellers being affected only 
1 or 2 per cent,—or even less. Very 
small sizes were reduced about 3 to 
5 per cent, and prices were left 
unchanged on double pointed tacks 
and on clout and trunk nails. In- 
creased copper prices may cause 
mark-ups on copper tacks and may 
result in another increase in the 
price of copper wire nails. 

* * - 

Nails—Nail and wire prices 
continue at $2.60 L. C. L. base for 
nails, and at $2.45 for carloads. 
The upturn in residential building 
has contributed an active Fall de- 
mand for nails, while sales of 
barbed wire and fencing kept up 
to a later date than usual, during 
the favorable weather for outdoor 
farm activity. 

* * * 

Freezers—There has been a 


general decline in freezer prices for 
the 1939 season averaging 10 per 
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Brass Plumbing Fittings. 


cent. Some of the manufacturers 
who have not previously made 
freight allowances will for the com- 
ing season allow freight. 

* & * 

Steel Pipe, Etc—The manu- 
facturers’ quotations on pipe have 
held steady. Order volume has 
benefitted from the rising building 
operations, as well as from the low- 
ering of prices last June. On cop- 
per water tubing, following the 
steady advances in copper, further 
revised and advanced price lists 
have been put out. Quotations have 
not yet changed on brass plumbing 
fittings, but the manufacturers’ costs 
are increasing and the effect soon 
may be seen in the trade quotations. 

* & & 

Commodity Prices —- Whole- 
sale prices on commodities in gen- 
eral, with the notable exception of 
agricultural products, are trending 
moderately upward. Moody’s in- 
dex on Oct. 21 had recovered to 
145.1 per cent of “par” (Dec. 31. 
1931) in contrast with a 1938 low 
of 130.1 on June 1. Copper has 
been contributing frequently to the 
news by its continued advances. 
On Oct. 13 a quarter cent rise 
brought the wholesale ingot copper 


quotation to 11 cents, and the next 
day another similar advance, to 
1114 cents, set a new high for 1938, 
—a mark 214 cents above the 9 cents 
“low” of last May. At 11% cents, 
copper is higher than at any time 
since early last November. Zinc 
prices advanced 10 cents per 100 
Ibs. on Oct. 13, to $5.05 East St. 
Louis, following an extremely active 
demand. At $5.05, zinc also stands 
higher than at any time since last 
November. Contrary to the stronger 
trend in metals, quotations on corn, 
lard and hogs recently fell to their 
lowest mark in four years or more. 
Farmers also claim to be getting 
less than cost of production for 
their wheat with the price on the 
farm dropping to about 55 cents av- 
erage, per bushel. The Department 
of Agriculture has figured that to- 
day’s average cost of producing a 
bushel of wheat is 72 cents, ex- 
clusive of any land rental charge. 
* * * 

Cotton Situation Improving- 
The Bureau of Agricultural Eco- 
nomics reports general improvement 
in the domestic cotton situation, 
with recent increases in cotton 
prices, textile sales and mill activity. 
Cotton mill consumption is roughly 
10 per cent higher than the average 
rate existing during the 1937-38 sea- 
son. Further improvement in gen- 
eral business activity and higher 
payrolls now coming along will al- 
most surely be accompanied by an 
additional increase in domestic con- 
sumption of cotton and its products. 

* * * 

Steel production— This 
week’s steel ingot production has 
risen three points to 54 per cent of 
capacity, which is possibly the first 
indication of the further rise that 
will result from the substantial 
sheet and steel bookings, says the 
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Take a from 


Wuat have lilies to do with Sash Cord? Nothing— 
except fo illustrate a point we want to get over. 
Pictured above is an actual photograph of a Regal Lily 
that is famed all over the world. It's a champion plant— 
because in one season it produced a total of 89 blooms 
from one bulb, an amazing record among lilies. 

Here is the moral to the story: This prolific yield was 
not a freak. It was the result of years of experience 
‘on the part of the grower—plus painstaking selection of 
‘oulbs, careful planting, then skillful cultivation during 
every step of the plant's growth. 

Similar skill and supervision go into the making of Puritan 
Sash Cord—a champion in its own field. Right from the 


PURITAN 
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start, we supervise its manufacture. We buy only the 
best staple cotton. We spin our own cotton yarn on 
latest type machines to guard the quality. We use 
skilled workmen and up-to-date braiding equipment to 
insure the genuine solid braid required in PURITAN— 
and top it off with special polishing methods that add to 
the durability. 

This thoroughness and control of quality is what it takes 
to produce top grade sash cord—or prize-winning lilies. 
You can buy PURITAN cord with absolute confidence of 
its dependability. And you can buy it at a price that 
will help you sell more good cord and make a better 
profit! as 
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Oct. 27 issue of The Iron Age. It 
is possible that the peak of steel 
operations this year may not come 
until December as some mills will 
be unable to roll by the end of the 
year all of the flat rolled tonnage 
for which they are committed. 
Aided by rising production in the 
automotive and farm equipment in- 
dustries, shipments of pig iron and 
foundry coke by Chicago furnaces 


are 25 per cent ahead of last month. 
7 * * 


G. E. Sales and Orders— 
Sales billed by General Electric Co., 
during the first nine months of 1938 
amounted to $192,501,173, compared 
with $260,773,533 during the corre- 
sponding period of 1937, a decrease 
of 26 per cent, according to an an- 
nouncement by Gerard Swope, 
president of the company. Orders 


received during the nine months 
ended Sept. 30 amounted to $188,- 
756,958, compared with $305,276,- 
556 for the corresponding period in 
1937, a decrease of 38 per cent. 

a *. * 

Vacuum Cleaners—Sales of 
electric vacuum cleaners by mem- 
bers of the Manufacturers Associa- 
tion in September totaled 102,014 
units—an increase of about 13 per 
cent over August sales, and a de- 
crease of about 27 per cent from a 
year ago. Cleaner sales for the nine 
months totaled 940,409 units,—a de- 
crease of about 30 per cent from 
those in the corresponding period 


last year. 
¥* * * 


Clocks and Watches—The 
fall bulge in demand for alarm 
clocks has been as noticeable this 





year as usual. Popular-priced wrist- 
and pocket-watches have also taken 
their usual “school” upturn, and 
early orders for higher priced gift 
watches for the Christmas season 
are reported substantially better 
than a year ago. Cutlery sales have 
been very quiet, except on kitchen 
cutlery, paring knives, etc. Here, 
too, the trend has been toward bet- 
ter quality. 
* * * 

Housewares — A continuing 
betterment is reported in the de- 
mand for oven glasswares and 
pottery. New lines of decorated 
woodenware have added new life 
to the demand for these old-time 
staples, which are graduating from 
the kitchen to dining room, porch, 
and living room. Undoubtedly, a 
large proportion of this year’s gift 
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Number Sales Reported 
of Percentage Change Number of Firms Showing Change in Sales 
States by Region Firms From From Thousands of Dollars From Sept., 1937 From Aug., 1938 
Report- Sept. Aug. Sept. Sept. Aug. In- De- Lessthan In- De- Less than 
ing 1937 1938 1938 1937 1938 crease crease 1% change crease crease 1% change 
Middle Atlantic ....... 77 =—102 +59 4475 4982 422.5 S&S 8 0 43 30 4 
Pennsylvania ........ 77 —10.2 + 5.9 447.5 498.2 422.5 25 52 0 43 30 o 
East North Central.... 446 —15.6 +45 2088.2 2474.7 1998.0 83 355 8 249 «178 19 
EE cievdeakscuas 135 —14.8 + 7.2 613.2 719.7 571.8 26 86109 0 83 47 5 
BE. ww kc ccs 57 —21.7 + 0.2 298.7 381.5 298.1 6 47 4 32 24 1 
eee .. 10 = =——19.0 +2.6 548.7 6770 535.0 17 +111 2 69 54 7 
Wisconsin ........... 124 —99 +58 627.6 696.6 593.1 34 —s« 88 2 655 53 6 
West North Central..... 279 —13.0 + 3.7 696.6 800.7 671.9 62 210 7 Bs 67 10 
eS ee eats Se 72 — 49 + 9.0 245.1 257.8 224.9 15 54 3 42 27 3 
Se eee 77 —19.8 + 19 141.6 176.6 139.0 18 59 0 37 37 3 
Missouri ....... 80 —13.5 +28 2216 256.1 215.6 18 60 2 47 32 1 
Nebraska ........:.. 50 —19.9 — 44 88.3 110.2 92.4 ll 37 2 26 21 3 
South Atlantic ....... 533 —7.l — 9.6 263.3 283.4 291.2 19 33 1 26 «= 26 1 
aaa 146 — 26 + 2.4 75.8 778 74.0 6 10 0 7 9 6 
Georgia ....... — —10.0 + 40 75.9 84.3 73.0 8 14 i 13 10 0 
South Carolina ...... 14 —80 —22.6 111.6 121.3 144.2 5 9 0 6 7 1 
East South Central .... 24 —15 + 45 99.3 100.8’ 95.0 12 12 0 13 9 2 
I oipca cae vee Sees 4 —15 + 45 99.3 100.8 95.0 12 12 0 13 9 2 
West South Central .... 138 —96 —19 833.0 9216 849.1 47 ~=88 3 72 »«=«65 1 
Arkansas ....... a + 5.2 + 5.7 90.5 86.0 85.6 4 #0 il 0 17 8 0 
Oklahoma .. 89 —12.9 —53 3514 4034 371.1 11 28 0 19 19 1 
Texas .. wee HH —95 —03 3911 4322 392.4 22 49 3 360 38 0 
Mountain .. le, Se —10.7 — 40 473.2 530.1 492.8 24 72 2 39 58 1 
Asisona ........%.% 10 —17 + 5.7 58.0 59.0 61.5 3 7 0 4 6 i) 
eer ee 27 —2443 +02 86.2 113.9 86.0 $$ @ 1 9 18 0 
eee Pe - 23 —23.1 —14 102.3 133.0 103.8 $s @ 0 8 15 0 
Montana ..... 5 aa + 7.1 — 82 167.0 155.9 181.9 12 14 0 10 15 1 
Pacific ...... i.. 366 —106 —43.7 1662.7 1860.0 17268 104 244 18 143 +199 24 
California .. + 294 — 8.5 —44 13455 1471.0 14078 92 186 16 lll 164 19 
Oregon .... ot ae —14.9 + 0.2 151.2 177.7 150.9 6 21 1 16 10 2 
Washington ......... 44 —214 —12 166.1 211.3 168.1 6 37 1 146 2 3 
. eae -. 1481 —12.1 +03 6563.8 7469.5 6547.3 376 1066 39 737 682 62 
Total adjusted for the 
number of working days 
oe eee 100.0 25.4 72.0 2.6 498 46.0 42 
oS ere 19 —12.5 + 94 54.8 62.6 50.1 3 16 0 15 3 1 
Los Angeles ... . 4l —-79 —T70 150.7 163.7 162.1 10 29 2 ll 27 3 
Se Gees o...cs0... BH —e + 39 29.6 33.7 28.5 3 16 0 13 5 1 
San Francisco ... 32 —192 . —17.1 107.6 133.1 129.8 20 11 1 13 17 2 





Compiled by Bureau of Foreign & Domestic Commerce, U. S. Department of Commerce 
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MAKE A GOOD PROFIT 
ON SHARPENING 
STONES 


Now’s the time of year to start 
showing tools and related items. 
With this colorful eye-catching 
display it’s easy to pair up abra- 
sive products with tool sales. 
You'll make a real profit on the 
No. 767 Assortment of Sharpen- 
ing Stones. Ask your jobber, or 
write direct for more informa- 
tion about the money-making 
possibilities of this display 
which is offered with each 
No. 767 Assortment. 


CARBORUNDUM 


ABRASIVE “@™™ PRODUCTS 
—~— 


HELPS INCREASE 
YOUR SALES 


spriking red, white 
ol blise display at 
tracts customers. 34 hy 
inches high and 27 4 
inches wide—idea = 
A window or store 
play. Given _ M6 : 
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THE CARBORUNDUM COMPANY ¢ NIAGARA FALLS, N.Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum is a registered trade-mark of The Carborundum Company ) 
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sales will consist of the many at- 
tractively decorated and modern 
editions of former prosaic kitchen- 
ware staples. 


& * * 


Paint Sales—A better fall 
demand than last year is reported 
from all quarters, as a result of the 
increases in building operations. In 
spite of the usual peak demand for 
paint lines coming in the spring, 
several manufacturers have reported 
September their best month thus far 
in 1938, indicating the unseasonable 
measure of the fall gains. The in- 
dustry statistics for 1938 to date, 
however, still show very poorly in 
comparison with last year. Through 
August, leading manufacturers re: 
porting to the Bureau of the Census 
lost 22 per cent in dollar sales from 
a year ago. Manufacturers’ stocks 
have been kept very low, though dis- 
tributors’ inventories were some- 
what higher than last year. De- 
mand from paint consuming quar- 
ters, other than building, has been 
extremely quiet, although auto- 
mobile makers will contribute an 
increasing volume during the rest 


of the year. 
x * * 


Pick-Up in Retailing—Retail 
hardware sales, as in many other 
lines, were sluggish during several 
recent weeks, suffering from the 
absence of real fall weather. Just 
now, there is assurance uf a better 
story in the sharp turn toward 
cold weather throughout large sec- 
tions of the country. 

* * * 


Automotive Good News 
Preliminary production plans of 
leading automobile companies were 
found to be inadequate in the face 
of the early rush of dealer orders, 
and production programs were 
stepped up in many quarters. This 
rising tide in the motor plants them- 
selves has extended its influence to 
many accessory lines. Incoming or- 
ders for safety glass from the auto- 
mobile manufacturers are better than 
anticipated. 

*% * * 

Electricity Output — Produc- 
tion of electricity for power and 
light in the Oct. 15 week reached 
the second highest level for 1938, 
nearly 2,183,000,000 kilowatt hours. 
This figure was within 4.1 per cent 
of the corresponding 1937 week, 
and with one exception was the 
best week’s record noted since last 
November. The New England dis- 
trict finally reported normal condi- 
tions for the first time since the 
setback caused by the disastrous 
September storm. 
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Freight Traffic—Freight car- 
leadings for the Oct. 15 week were 
the highest for any week of this 
year, and since November, 1937. 
Loadings also showed the best 1938 
weekly comparison against a year 
ago, reaching a total of 726,612 cars. 
This was a gain of 3.4 per cent over 
the preceding week, but was still 9.9 
per cent below the similar 1937 pe- 
riod. Miscellaneous freight load- 
ings made the largest increase over 
the Oct. 8 week, while coal, live- 
stock and various products also 
showed substantial betterment. 

* * # 

Building Permits — Residen- 
tial building in September, reported 
by F. W. Dodge Corp. gained 52 
per cent over September, 1937, in 
the states east of the Rocky Moun- 
tains. Although there is usually a 
seasonable decline from August, 
September this year gained over 
August. The improvement in resi- 
dential building has been steady 
during 1938; while contracts ran 
33 per cent behind last year’s com- 
parison in the first quarter, the sec- 


ond quarter was only 15 per cent 
behind, and the third quarter forged 
ahead of last year’s with a 30 per 
cent increase. For the three quar- 
ters of 1938 already past, the later 
gains have so far offset the earlier 
losses that the total was only 7 per 
cent behind the comparison for the 
first nine months of 1937. 
* * * 


Employment Gains — Esti- 
mates from Washington indicate 
that the business improvement since 
June has reduced unemployment by 
about one million, leaving, accord- 
ing to government estimates, about 
9,250,000 persons still without jobs. 
If these figures are accurate, about 
one-fourth of the people who lost 
jobs during the recession have been 
reemployed. WPA _ payrolls are 
still rising, but are generally ex- 
pected to show gradual decreases as 
the rising trend of business employ- 
ment permits. Living costs in Sep- 
tember were down nearly 4 per cent 
from a year ago, with food costs, 
lower by 8.2 per cent, contributing 
the chief saving. 





Opinion Doesn't Count 


SALESMAN may be entirely 

sincere in expressing his 
opinion about the goods he is 
trying to sell, but may he or the 
firm he represents be held legally 
liable for that opinion if it is not 
borne out by the merchandise in 
actual use? The Court of Appeals 
of Georgia thinks not. 

In a Georgia case two partners 
in the market for certain business 
equipment were approached by a 
salesman for a house’ manufactur- 
ing such equipment. The sales- 
man and the prospects discussed 
the purposes for which the equip- 
ment was desired, and the sales- 
man stated that the equipment 
manufactured by his house would 
unquestionably perform in the 
manner that the prospects desired. 

After this discussion a written 
contract was entered into whereby 
the purchasers agreed to buy the 
equipment for a designated price 
set forth in the contract. Nothing 
was said in the written contract, 
however, about the performance 
of the equipment in the particu- 
lars about which the salesman had 
been so emphatic. The buyers 
failed to pay the price agreed 
upon and when sued set up the 


defense that the equipment did 
not measure up to the salesman’s 
promises. 

There is no implied warranty, 
in the opinion of the Georgia 
court, that a machine, tool or 
article is suitable to accomplish 
a particular purpose where the 
seller merely delivers a specific, 
described or definite machine, 
tool or article, although the seller 
knows the purpose which the pur- 
chaser intends to accomplish with 
it and assures him that it will 
effect it; such an assurance is but 
the expression of an opinion when 
it is followed by a written con- 
tract, complete in itself, which is 
silent upon the subject of the 
assurance. 

It is sometimes said that where 
a written contract is entered into, 
all the discussions and negotia- 
tions leading up to the signing of 
the written agreement are said to 
be “merged” in the contract. This 
means that the rights of both 
buyer and seller are determined 
by the terms of the contract it- 
self, and oral statements or assur- 
ances by either party cannot be 
enforced unless they are embodied 
in the written contract itself. 


HARDWARE AGE 








-— se = =a 


=A 4A =O =r on @ 


— 











FOR YOUR PROTECTION 


AND PROFIT... ell the 


products identified by 
WICKWIRE BROTHERS LABELS 








@ Dealers can take all the 
guesswork out of mer- 
chandising by pointing to 
the Turkey Label on the 
netting they sell their cus 
tomers. It assures an ex 
ceptionally long twist, 
heavy galvanizing which 
completely fills the twists, 
rigidity with no sagging, 
real rust resisting and 
longer wearing. 


@ Your customers come back 
for more of the Hardware 
Cloth identified by the Cort- 
land Label. They are com- 
pletely satisfied with the de- 
pendability and uniformity 
of this quality product. It is 
furnished in standard meshes 
with extra heavy bright zinc 
coating. Also special grades 
in plain steel, tinned or gal- 
vanized wire with wide variety of different meshes and gauges. 





@ Every bale of Wickwire Brothers Poultry Netting and Hardware 
Cloth is made from copper bearing open hearth steel. Over 60 con- 
tinuous years of manufacturing quality wire products prompts us 
to say, ‘Buy with confidence, products identified by Wickwire 


Brothers Labels’’. 





SPECIFY WICKWIRE BROTHERS TO YOUR JOBBERS 


WICKWIRE BROTHERS 


eR Trias Ec we ts = tee 


NOVEMBER 3, 1938 

















MORE SALES 
with ILCO 


A big, rugged closer, 
quiet closing and sure 
checking, dependable 
for years under any 
conditions—that’s the improved 
ILCO Universal Door Closer. 
Mounts on right or left hand 
doors, inside or out, and adjusts 
to any closing speed and latch 
condition. It’s fully guaranteed— 
a safe bet for salesthat stay sold. Send forthe ILCO catalog. 
* * * 

Here’s the top-notch door closer, different in design, 
improved in every way, and 
the only surface type closer 
with ball bearings. The 
ILCO Ball Bearing Door 
Closer is a quality item- 

larger parts, all perfectly 
fitted; a special gland, 100% 
leak-proof; extra- powerful 
spring that applies more 
power to the door; smooth, 
silent action; simple, fool- 
proof adjustment. Boost 
ILCO to your better cus- 
tomers—for quicker profits. 
















ILCO KEY 

BLANKS 
See us first. We 
maintain an ex- 
tremely large as- 
sortment at all 
times, and can 
fill orders from 





INDEPENDENT 
LOCK COMPANY 


Fitchburg, Mass. 


Bronches in all Principal Cities 





















FOR RETAIL 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Garden Tool Holder 


True Temper garden tool holder con- 
sists of a metal plate, six by 48 in. in 
size to which substantial hooks for 


holding tools are fastened by locking 
nuts and space for holding 11 or more 
tools is provided. Device is attached 
to wall or studding of garage, shed, 
or barn by means of four wood screws. 
Each garden tool holder will be packed 
separately in a paper envelope in which 
will be included one copy of the True 
Temper Garden Book. The American 
Fork & Hoe Co., Cleveland, Ohio. 


Gillette Dry Shaver 


The Gillette dry shaver will retail 
for $20.00, with dealer’s cost at $13.00. 
Maker states its features are: double- 








action cutting head with four-way gear 
pick-up; goose neck construction which 
enables user to shave at natural angle; 
modern design that fits the hand com- 
fortably; precision-built; high-speed 
motor. Durable metal traveling case 
has built-in, non-breakable mirror which 
swings into position for each shaving. 
Removable cradle is convenient wall 
hanger for shaver and shaver cord. 
Gillette Safety Razor Corp., Boston, 
Mass. 


Mirro Xmas Suggestions 


Two Christmas suggestions are being 
featured by the Aluminum Goods Mfg. 
Co., Manitowoc, Wis. The first is the 
full recipe Mirro Alumilite stain-resist- 
ing cooky-press which holds an entire 
recipe of dough in one filling. Sixty- 
six cookies can be made in a wide 


> £ 7 








variety of attractive designs with the 
12 forming plates. The second is the 
Mirro hot biscuit server, which in addi- 
tion to warming buns and biscuits may 
be used as a salad bowl, fruit basket 
or waffle warmer. Display material is 
available. 


Milcor Steel Stud 


Milcor Steel Co., Milwaukee, Wis., 
has announced a new one-piece metal 
wall stud, which is said to afford sim- 
plicity in erection and positive locking 
to floor and ceiling. The company has 
published a two-color booklet giving 
complete details on this new product— 
the Milcor Steel Stud for Hollow Parti- 
tions. Free copies are available. 









“No-Fumble” Kitchen Rack 


Contains set of eight necessary kitchen 
helps. Hard rubber handles have 
special notch that provides easy, quick, 











no-fail and no-slipping action for user. 
Rack is 12 in. long by 2 in. deep, 
finished in red, ivory or green lacquer 
with chrome metal rod. Fastened to 
wall by two small screws. Cutlery 
Division, Remington Arms Co., Inc., 
Bridgeport, Conn. 


Atkins Hacksaw Blades 


The new A-Mol, molybdenum steel 
hack saw blades are said to be tough, 
resist severe breaking strains, and give 
remarkable service in both machine and 
hand hack saw operations. These A- 
Mol blades are trade marked with 
yellow ends and are made in all stand- 
ard sizes, lengths and widths for hand 
and power use. There are 9 hand 
blades, 10 in., and 12 in. and of 18-24 
or 32 teeth to the inch. In power 
blades there are 32 different blades 


AVKINS .- 
e ot-moee ih, 
SAWS 2 


ranging from 12 to 24 in. long, 1 to 2 
in. wide, 4 to 14 teeth to the inch. 
E. C. Atkins and Co., 410 S. Illinois St., 
Indianapolis, Ind. 
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Yale Automatic Deadlatch 


Maker states these locks combine the 
convenience of a spring latch with the 
security of a deadlock. Each time 
door is closed bolt is automatically 
deadlocked against end pressure and 
has an additional throw making it pro- 
ject % of an inch from the face of the 





lock. No. 047, with case finished in 
wrinkled brass, is of the visible screw 
type. Suggested retail selling price, 
$2.00 No. 47 has attractive brown 
wrinkled finish and concealed screws. 
Suggested retail selling price, $2.10. 
The Yale & Towne Mfg. Co., Stamford, 
Conn. 


Table Broiler Griddle 


Will fry bacon, eggs, and chicken; 
broil steaks and chops; griddle wheat 
cakes and meat patties; make toast 
sandwiches; and bake or warm biscuit, 
buns, etc. Retails for $9.95. Has re- 
versible heating element so made that 
it can be placed below the cast alumi- 
num griddle for fast or slow frying; 
or in the cover in broiling position. 
Cast aluminum platter of Georgian de- 
sign, has a flat, true-griddle surface. 
With detachable walnut handles, it can 
be served right at table. This item 
is finished in chromium plate and 
comes complete with a wire bake rack, 
heat-proof insulating table pad, cord 
set, and cooking instruction chart. 


National Enameling and Stamping Co., 
Milwaukee, Wis. 
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ERE’S a new product everybody 
can use! It has such a wide va- 
riety of uses that you can often sell 
as many astwoor three toacustomer. 
Housewives keep one in the bath- 
room, another in the kitchen (for 
windows, woodwork, silver or dishes) 
... and their husbands use a third 
for car washing. 

And you make real profit on the 
Du Pont Cellulose Sponge. For in- 
stance, a dozen of these No. 8 size 
Sponges cost you $5.40; you sell them 
for $9.00; your profit is $3.60. Profits 
on the 25 cent, 45 cent and $1.10 
Sponges are in proportion. Cash in 
now on this fast-selling money-mak- 
ing item! 


cellulose 


SPONG 











7 Yes! 


..-and there’s 
PROFIT in 
these Du Pont 
Sponges” 





from hatin 
2. ABSoR “ 
, BENT—1, 5 
Weight in Cintas aids 20 times its 


3. SOFT—when we 


wet. Won’ 
the most delicate one ‘anes 


4. 
TOUGH — long . lastin 


dilute househ 


in Water! 


6. NAT 
NATIONALLY ADVERTISED in 


ug turday EB 
Good Hous “Peed Post,” 


MAIL THIS COUPON TODAY 


4 E. I. du Pont de Nemours & Co., Inc. 
i Cellulose Sponge Sales, Wilmington, Del. 
1 0 Please have your nearest service wholesaler de- 
liver one dozen No. 8 Du Pont Cellulose Sponges 
| and bill me $5.40. 
CJ Please send full information about the money- 
making opportunities the Du Pont Cellulose Sponge 
| offers me this year. 


HA 11-3 
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oo’ FREE 
WEES 
DISPLAY 


(GIVEN WITH THE PURCHASE 
OF A DOZEN PADLOCKS) 


Here’s a proved sales maker . . . 
proved by thousands of dealers who 
are making more money with this 
permanent display. Put Master’s 
fastest sellers out where your cus- 
tomers can see and appreciate their 
greater strength, security and value. 
The 12 locks displayed, retail for roc to 
$1.25, but cost you only $4.07 
...with the display panel in- 
cluded entirely Free! Get this 
sales-producing display today. 
Order from your Jobber. 


Master [Jock (0. 






Worlds fangert Exclusive Padlock Manufacturer 
? 


MILWAUKEE. WIS.,U.S.A. 
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Ball Bearing Door Closer 


This ball bearing surface-type closer 
is of the improved rack and pinion 
type. Maker states higher efficiencies 





are assured through use of unusually 
powerful spring as well as the smooth 
action of the ball bearing shaft. All 
parts subject to stress are made extra 
large and of specially chosen materials 
to afford long life and trouble-free 
operation. In order to overcome fluid 
leakage, a new principle of grand con- 
struction has been developed. Maker 
states capillary creeping cannot start 
and the need for an air-chamber is 
eliminated. Lockwood Hardware Mfg. 
Co., Fitchburg, Mass. 





*Duo-Cut” Lawn Mower 


“Duo-Cut” is a combination of a hand 
lawn mower and the “Si-Cut” lawn 
mower scythe, that will mow lawns and 
cut buckhorn, plantain, dandelion, 











weeds, etc. The “Si-Cut” lawn mower 
scythe is attached in front of lawn 
mower reel and has two flexible high 
tempered steel blades which are re- 
versible. They operate in opposite di- 
rection of lawn mower reel. “Si-Cut”, 
Inc., 124 Maiden Lane, New York City. 


Bathtub Moulding 


Metal Unit moulding seals water- 
tight, unsanitary and unsightly cracks 
between bathtub and wall. Moulding 
is available in two finishes, stainless 
and white metal, and is easily installed 
around old or new tubs without use of 
screws, plugs, or mechanical fasteners. 
Mouldings are packaged, each package 
containing sufficient moulding, corner 








pieces, end blocks and elastic bonding 
compound for a complete job. Pack- 
aged for recessed or corner tubs. Units 
retail for $3.25 and $3.75 in white 
metal and $5.25 and $5.75 in stainless 
finish. Carton of 12 packages of bond- 
ing compound and fittings weighs 18 





lbs. Carton containing 12 tubes of 
moulding weighs 13 lbs. Metal Units 
Co., Inc., 103 Park Ave., New York City. 





Tavern Household Items 


The Socony-Vacuum Oil Co., Inc., 
New York City, is introducing a number 
of household items under the trade 
name, Tavern. Tavern window cleaner 
may be applied to all glass surfaces 
such as windows, mirrors, windshields, 
etc. It is sprayed on and then wiped 








clean. Available in 20 oz. cans and 
6 oz. filled bottles complete with 
sprayer. Tavern paint cleaner is a non- 
inflammable clear liquid cleaner for 
painted, varnished and lacquered sur- 
faces which is said to clean without 
harming the finish or gloss. May also 
be used on tile, porcelain, etc. Cleaner 
is lightly applied with a moist sponge 
to the surface to be cleaned. 
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% Your financial statement cannot show what you 
know is your greatest asset. It is the good will and 
confidence of your customers. 

Customer confidence—that is your priceless asset and 
Lowe Brothers Label guards it with quality unsur- 
passed during 67 years of faithful adherence to one 
rigid standard of manufacturing integrity. 

So Lowe Brothers Label is the symbol which tells 
you that every Lowe Brothers can contains the vital 
ingredients called quality and known dependability. 

Lowe Brothers aggressive merchandising program, 
plus Lowe Brothers exclusive franchise, speed your 
sales and protects your profits. And Lowe Brothers 
quality leadership protects your good will. Write for 
details about our profit-making program to The Lowe 


Brothers Company, Dayton, Ohio. 


owe Deoithers 


PAINTS AND VARNISHES 
QUALITY UNSURPASSED SINCE 1870 
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SELL 


POL-MER-IK 
IN CANS 


IT’S MORE PROFITABLE 


Bulk buying and packaging for resale has no place in 
modern selling. It’s unprofitable. A dealer’s job is 
merchandising — giving the consumer the biggest value in 
the most convenient form. 





Pol-mer-ik in factory-sealed cans has eliminated the losses 
of bulk handling of linseed oil — and at the same time it gives 
you an extra value to sell — the Extra Value of Cooked-Oil 
which increases Appearance and Durability of paint jobs. 





es SELL 
MDa PoL-MER-IK 
mee ed he] «IN CANS 





Pol-mer-ik makes linseed oil profits definite. You buy a 
can — you sell a can. There is no loss — no depreciation. 
You serve your customer quicker with a linseed oil of known 
value. Sealed at the factory in tamper-proof cans, its purity 
is guaranteed. For best results recommend Pol-mer-ik Boiled. 


ARCHER-DANIELS-MIDLAND CO 
MINNEAPOLIS, MINNESOTA 


MAIL v TODAY 


WAABBWBABBWBBWBABBBQBWB BBW BQBQB BQ BBB BBBeBBBeBaees = 


ARCHER-DANIELS-MIDLAND COMPANY 
Roanoke Building . Minneapolis, Minn. 


Please send me the story of Polmerik — ‘‘The Extra Value of 
Cooked Oil’’. 





= 


BwWeeeweeeeaanas 
BSBeeeeseseae seas 
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Hand and Electric 
Models 


This smartly-designed, improved 
ice cream freezer is available 
in both hand and electric mod- 
els, in a wide range of sizes. 


Fast Freezing 


Makes ice cream in a jiffy. and 
will be a pleasant surprise to 
busy housewives. The 2-quart 
size requires only four minutes 
of turning . . . larger sizes a 
little longer in proportion. Easy 
turning. No need to add ice 
during freezing. Insulating 
crown permits cream to stay 
packed up to 18 hours. 


Many Extra Uses 


The Frigidette has dozens of 
extra uses, such as ice bucket, 
wine bucket, beverage cooler, 
vegetable preserver, auxiliary 
refrigerator, picnic pack box, 
and many uses on fishing and 
camping trips and at the sum- 
mer cottage. 


Frigidette 


THE FREEZER THAT IS 
REVIVING AN OLD 
MARKET, OPENING A NEW 


CONCO ENGINEERING WORKS 


DIVISION OF H. D. CONKEY & COMPANY 


MENDOTA, ILLINOIS 








Hanson Xmas Display 


An attractive five-color Christmas dis- 
play is being furnished dealers with 


RANSON 





special deal No. 990, consisting of five 
bathroom scales by the Hanson Scale 
Co., Chicago, Il. 


Razor Blade Sharpener 


The Maximax razor blade sharpener 
combines both honing and stropping 
action in one easy operation. Hones 
are of fine abrasive and are said to put 


J 


Y 


= one 


2 Ue 





an edge on any of the most commonly 
used blades. Maximax, Inc., 343 S. 
Dearborn St., Chicago, Ill. 


Industrial Flashlight 


Designed to meet heavy service de- 
mands of industry. Maker states fea- 
tures are: durability, high mechanical 
and dielectric strength, exceptional in- 
sulating qualities, replaceable switch, 
and unbreakable lens. A red translucent 
lens ring acts as a tell tale should light 
be left burning. Bright Star Battery 
Co., Clifton, N. J. 








Universal Coffee Makers 


The new Universal coffee makers 
feature the new glass filter rod which 
eliminates the use of fabric and metal 
and permits the coffee to come in con- 
tact only with glass. Glass rod insures 
a fast filtering process and simplifies 
brewing. The single model shown has 
black trim and is available in 4, 6 and 





8-cup models. Also available in ivory 
trim. The coffee maker set is a 6-cup 
model and has chromium creamer, sugar 
bowl and 16-in. tray. It is furnished in 








ivory or black trim. The commercial 
model, No. 794, has 8-cup bowls. End 
units are for fast brewing and center 
units keep coffee at serving tempera- 
ture. Landers, Frary & Clark, New 


Britain, Conn. 


Ammunition Booklet 


Winchester Repeating Arms Co., New 
Haven, Conn., has published a de luxe 
ammunition booklet of 44 pages, 6 by 
9 in., devoted mainly to Winchester 
ammunition but including information 
on ammunition in general and its use. 
It also contains more than 60 illustra- 
tions, up-to-date ballistic tables, and 
new, original range tables, giving the 
bullet curves for cartridges at various 
ranges, and rifle sighting tables. 
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Dazey Xmas Helps 


The Dazey Churn & Mfg. Co., Inc., 
St. Louis, Mo., is again offering its 
dealers proven Christmas point-of-sale 
display material for Dazey kitchen 
helps. The popular, bright holiday 
wrappers gay with ribbons, holly, San- 
tas, and catch jingles, will again be 
used. When the holidays are over, the 
wrappers may be torn off, disclosing 
the standard Dazey carton underneath, 
and returned to the regular stock. Also 
popular with the dealers is the Santa 
Claus display card pictured here atop 
the standard Dazey display fixture. The 
card is attractively lithographed in four 
colors and die cut to outline the Santa 





and the holly in an effective manner. 
Another use is to top off a display of 
kitchen helps in their festive holiday 
jackets. These cards are furnished free 
to any recognized dealer who requests 
them from the company. 


DAZEY | 


KITCHEN HELPS 
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45 AMD 90 DEGREE PLUMBS 


TARNISH PROOF NICKELOID 
TOP PLATE 


SELECTED CATS EYE VIALS 
MOULDED BAKELITE BODY J 








Here’s an attractive counter or window display to 
make retail registers ring with new sales and profits 
—Millers Falls Torpedo Level in a bright new 
package. 


Four levels in a brilliant three-color box, with a 
natural size reproduction of Torpedo in its 45° posi- 
tion on the open flap. It’s a sure stopper for your 
craftsman customers. No extra charge for this new 
sales promoter. Ask your jobber. © 











MILLERS FALLS No. oe 
TORPEDO LEVEL 


glossy black bakelite, 
f, long wenrtee al 
: Vv 
temperature changes; hea 
pong 4 of ‘intarnishable, — 
ich foid; three accurate, easily = 4 
<avoaye vials, one level, one 45° plum 


and one 90° plumb. 


MILLERS FALLS COMPANY 


Die-cast body of 
strong, water-proo 








GREENFIELD, MASSACHUSETTS 
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Tree Lights Bring Business toTuleys 


(Continued from page 56) 


around an artificial fireplace with 
an artificial fire in it made by 
placing a red cellophane-covered 
light bulb under logs. Guns and 
fireplace accessories were shown 
in the background with the fire- 
place. In the foreground were elec- 
trical goods and pottery. The large 
center window was devoted to a 
variety of small gifts. 

In each store a large, centrally 
located booth made of uprights 
and cross-pieces covered with cot- 
ton and shredded cellophane was 
devoted to a full tree lighting dis- 
play. Around the outer edges of 
the platform under this booth, 
tree lights were shown in open 
glass bins according to color and 
price classifications. Behind the 
bulb bins were the set displays, 
ornaments and other small tree 
trimming supplies. 

Separate tables were used for 
an extensive display of large col- 
ored lights for home decoration 


use. These were shown in an up- 
right position in their original 
packages. 

Every customer coming in for 
any type of tree decoration acces- 
sory received three suggestions—a 
new multiple circuit outfit for in- 
door tree lighting; a set of out- 
door tree lights; colored bulbs for 
interior home decoration. Outdoor 
set sales were made to 25 per cent 
of the customers. Salesmen were 
given full information on all these 
types of equipment and were 
shown how to sell them at a spe- 
cial meeting held before the holi- 
day season. 

Each man was also asked to 
watch attractive home decoration 
schemes and outdoor lighting dec- 
orations throughout the city as a 
source of ideas which could be 
passed on to the customer. Thus, 
when a lighting-minded patron 
wanted a suggestion for an un- 
unusual decoration, the clerk was 








LONGER NIGHTS—LIGHT THE 
WAY TO EXTRA PROFITS 


NOW—home owners, merchants, of- 
fices and factories in your neighbor- 
hood are lighting up sooner—using 
more electric current, more electric 


you. 





ELECTRIC 
LIGHT 
BULBS 





light and light bulbs. Every person 
who comes into your store is a pros- 
pect to buy. their light bulbs from 


Be ready for this seasonal upturn. 
Stock American-made, guaranteed 
SUN-GLO bulbs. Display them where 
customers can see them, SUN-GLO 
bulbs mean added sales—more repeats 
—extra profits. See your jobber or 
write us. 


Sun-Glo Lamp Works, Inc. 


M¥ilekiiellela aneols 


WABASH APPLIANCE CORP. 


335 CARROLL STREET 
BROOKLYN, N. Y. 





able to direct him to certain al- 
ready-decorated homes for ideas. 

The Tuley stores made it virtual- 
ly impossible for a lighting cus- 
tomer to miss seeing dozens of 
appropriate gift items in all price 
ranges. The lights got customers 
in and good displays sold them 
other merchandise. 

A certain number of strictly 
convenience items were also car- 
ried in small quantities as a means 
of getting traffic. For instance, 
rolls of tissue paper for holiday 
wrapping. This item didn’t carry 
much profit but it impressed the 
idea that the Tuley stores carry 
really complete stocks. 

“Since the major problem of the 
average hardware dealer is to get 
people into his store and to keep 
them coming in, we can’t be too 
careful in giving every service 
consistent with profitable opera- 
tion,” says Mr. Tuley. “If I let 
my customers go across the street 
to the ten-cent store to buy their 
tissue paper, the chances are 
they'll stay there to buy their 
lights and a lot of other items. 
But, if I have everything they need 
and sell it competitively, they'll 
buy here and be back later in the 
year. 

“I’m convinced that hardware 
dealers who have dropped Christ- 
mas lighting because of chain com- 
petition are making a big mistake. 
Competitive merchandising must 
be offered and must be sold at a 
competitive price. But, even on 
these lines, with proper buying. 
it is possible to make a good profit. 


Sales Stepped Up 


“More important, a great many 
sales can be ‘stepped up’ once the 
customer is gotten into the store. 
The size of our average sale shows 
that we didn’t sell many cheap, 
old-type strings. By playing up 
the quality idea, we made most of 
the conversions easily. 

“A complete display stock is 
just as necessary as a competitive 
price and an extensive merchan- 
dising campaign. The minimum 
display stock—not reserve—even 
in an average small store should 
be four or five dozen sets. No 
dealer showing only a half-dozen 
strings can expect to sell Christ- 
mas lights.” 
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Your customers can actually see that Warren Tools 
are precision made and built to deal one mighty blow 
after the other, WITH SAFETY. They are tools, not 
just the ordinary kind that every dealer has .. they 
are the tools that make extra sales and extra profits 
for you. Display them in a conspicuous place and 
you will be surprised at the extra profits Warren 
Tools will make for you. You will say “Why didn’t |! 
do that before?” Check your stock now, and write 
for prices immediately. 


Picks Hoes Wrecking Bars Sledges 
Mattocks Crow Bars Hammers Mauls 
Wedges Blacksmith’s Tools and Tongs 


CORPORATION 


WARREN, OHIO 
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housands of dealers selling sash cord 
and clothes lines have found these two 


booklets immeasurable aids in building up 
sales—and profits. 

“How to Sell Sash Cord” is now in a sec- 
ond, revised edition, and the supply of the 
first printing of “How to Sell Clothes Line” 
is rapidly becoming exhausted. The books 
explain how sash cords and clothes lines are 
made, why one cord is better than another, 
and why it is worth more. If you have al- 
ready read either of these valuable sales aids, 
you will want copies of the other for your- 
self and each of your salesmen. 

Facts are briefly and interestingly pre- 
sented. Numerous illustrations make the 
sales message more vivid. They help all your 
sales because customers have greater con- 
fidence in stores where clerks can give in- 
telligent advice about the products they sell. 
Write today for your supply of these book- 
lets free. 





Samson Cordage Works 
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Leading hardware dealers 

ere sold on and sell the 

Bassick line because it has 
been for years, and still is, the leading 
brand. It means casters with a guaran- 
tee of satisfactory service — It is a 
builder of good will and profit for the 
dealer. 


Write for new catalog 


THE BASSICK COMPANY 
Bridgeport Connecticut 














Moving Trains Bring Traffic 
and Sales to Toy Department 


(Continued from page 59) 


20-ft. length accommodated dozens 
of outfits. Painted white and in- 
directly illuminated from above, 
this display was one of the first 
things to catch the customer’s eye 
when she entered the department. 

On top of the case holding the 
stepped display was a miniature 
town with carefully painted, card- 
board-front buildings represent- 
ing landmarks in Oakland. One of 
these was the Maxwell Hardware 
Co. Lights behind each of the 
false fronts made them stand out 
strikingly. 

On another table adjoining the 
train display was a complete setup 
of an airport game—one which 
proved a big seller. All outfits of 
this type which needed careful 
watching to prevent damage by 
children were consolidated on the 
one side of the room. 

Other toys of practically all 
types except dolls were shown on 
open display. A total of 24 large 
tables, some with flat tops, some 
with steps coming up from both 
sides to a peak in the middle, de- 
pending on the type of merchan- 
dise shown, were used. Merchan- 
dise was segregated by types just 
as far as possible. For instance, 
one entire corner was devoted to 
games. 

All toy and wheel goods and 
sporting goods items were con- 
centrated on the second floor. One 
large room was devoted entirely to 
toys, another to wheel goods— 
velocipedes, bicycles, automobiles, 
baby buggies and so on—and a 
third to sporting goods. Use of the 
separate rooms made it possible to 
develop specialized clerks in each 
department and to avoid unneces- 
sary traffic congestion. All three 
sections are located to capitalize 
on traffic from each other without 
interfering with each other’s oper- 
ation in any way. 

Plenty of showmanship was put 
into the toy department entrance 
decoration and directional signs to 
this division. On the main floor 
and on the second floor near the 
elevator were signs carrying rep- 
resentations of comic characters, 


comic strip ones in some cases, 
pointing the way to “Toyland” 
and telling the youngsters what a 
good time they would have when 
they got there. 

On either side of the depart- 
ment entrance were paintings of 
Donald Duck and Mickey and 
Minnie Mouse. Signs such as, 
“Come on Fellows, We’re Going 
to Toyland,” were used here. 

“Any dealer who can possibly 
set up a separate toy department, 
entirely away from the general 
hardware line, will find the invest- 
ment mighty well worth while,” 
says Mr. Anderson. “Toys are a 
line people have long been used to 
buying in department stores and, 
to get this business, the hardware 
dealer must use some of the same 
methods that have brought the de- 
partment stores that business. 
Plenty of showmanship must be 
used and buying must be made 
convenient for the customer.” 


Holiday Appearance Sells 
Everyday Merchandise 


(Continued from page 57) 


page, newspaper type of circular 
printed in red, green and black. 
Two thousand copies of these cir- 
culars are distributed in the town. 
One page is devoted to toys, the 
rest to adult gift suggestions such 
as smoking sets, cutlery sets, 
clocks, bath scales, sweepers and 
cooking sets. 

In buying toys, Mr. Grossman 
orders enough to serve his dis- 
play purposes alone. Thus all’ 
toys are on show and there is 
little chance of his being stuck 
with very much unsold stock. 
His other items are mostly year 
around sellers, and any unsold’ 
Christmas goods are automatically 
utilized on the shelves throughout 
the rest of the year. Accordingly, 
the Haddon store realizes a good 
Christmas business with little out- 
lay for special merchandise which 
might be unsalable the greater 
part of the year. 
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Let the 
FIGURES Speak 


When a man is hungry— 
he wants food. When 
business seeks opportu- 
nities—it wants results. 
The classified section of Hardware 
Age has been securing results for 
its advertisers in no uncertain 
manner. A check up of ads. for 
Sales Representatives, Help 
Wanted, Positions Wanted and 
Accounts Wanted showed 


4,547 Replies to Box 
Number Advertisements 
from September, 1936, 

to August, 1937 


These impressive figures repre- 
sent a GAIN of 1,041 replies 
OVER the corresponding period 
in 1935-36. And a still LARGER 
GAIN of 2,575 replies MORE than 
the same period the year before. 







These convincing results prove 
that Hardware Age covers the 
trade and “Delivers the Goods” 
for those who make use of its 
Classified Section. 


HARDWARE AGE 


A Chilton Publication 


Classified Opportunities Department 
239 West 39th Street, New York, N. Y. 


A.B.C.—Charter Member—A.B.P. Inc. 
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All set to go places, 
she’s Nationally Advertised 
and made of Monel 


Step out with “Silvylocks”. She’s the latest 
thing in pot cleaners...a regular Cinderella 
just waiting to go to town. For “Silvylocks” 
is different. Doesn’t splinter, fray, shred or 
get ragged. Nor does she ever corrode or be- 
come rusty brown. Woven from a continuous ribbon of strong, 
rust proof Monel, “Silvylocks” outlasts other pot cleaners three or 
four to one. 


A Fast, Hard-Hitting Fall Campaign 


Already a household favorite, Nationally Advertised to 12,500,000 
people, Monel needs no introduction to the public. But this Fall 
“Silvylocks” makes her bow ...in a great big way. From the pages 
of leading magazines she’ll beam at millions of housewives. And 
eager thousands will respond to a special Introductory Offer. 


Get Ready for Your Share 


You'll want to take advantage of the big demand for this new 
wonder pot cleaner. To help you do so, outstanding artists are 
creating attractive counter displays and appealing packages. Get 
set for your share of the business by doing two things: 1. Order 
your supply in advance. 2. Take home a “Silvylocks” and put it 
to the test. You'll agree it’s just what you and your customers 
have both been looking for. And remember, to be sure of your 
supply, order from your jobber today. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 


i =e a soatstoned trade mark 4 


rnational Nickel Compan: 
Ine, whieh is applied to a nickel valley 
ing approximately twe-thir 
bm and one-third copper. 
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VERTICAL 
“Red End Rules 


Save time in making profit- 
able sales — show Lufkin 
Vertical “Red End” Rules. 
They have all the features 
that make the famous 
Lufkin “Red Ends” the 
world’s best selling folding 
rules, plus vertical figures 
for those who want them. 
Readings are easily taken 
no matter in which direc- 
tion you measure — left, 
right. up, or down. 


UFA/N 


NAW MICHIGAN 


PRECISION TOOLS 











The Entire Town Puts On 
a Christmas Promotion 


(Continued from page 62) 


from $1.00 to $200, to suit every 
purse. Such advertising brings 
real results.” 

While the store orders most of 
its Christmas toys for delivery the 
last week in November, and ar- 
ranges for their display, re-orders 
are put in twice a week on certain 
fast selling items. As the Christ- 
mas toy stock diminishes, the 
vacant tables are filled in with 
additional merchandise such as 
glassware, utensils and electrical 
appliances, and such prominent 
display helps to move such items 
at the last moment. 

For interior display of toys, the 
firm uses a number of flat tables 
and several especially built stands 
with receding shelves. These 
stands permit the display of many 
more toys that are small and 
fragile, than would be possible on 
the flat tables. The stands with 
receding shelves also permit pros- 
pects to inspect toys better, and 
then the firm can also use these 
display stands for the showing 
of other merchandise during the 
remainder of the year. 

This store is very wide and has 
two front entrances which give 
the establishment four fine dis- 
play windows of equal width and 
depths. During the 1937 holiday 
season one window contained an 
imitation fireplace with various 
electrical appliances grouped 
nearby. Another contained small 
Christmas trees and a fine display 
of colored lights and fixtures. 
Still another window was devoted 
to large and small toys, while 
sporting goods equipment, radios 
and related objects filled the 
fourth window. 

Indirect shelf lighting is em- 
ployed wherever possible for the 
window toy displays. A feature 
of this store is that the majority 
of the toys featured are of the 
quality type. Very few cheap toys 
are purchased by the store man- 
agement. 

Several years ago, the Zweck- 
Wollenberg Co. instituted its own 
finance plan for handling time 
payment sales on major appli- 


ances, and this plan has worked 
out very well. The additional 
profit accruing to the firm from 
this arrangement increases the 
profit on appliance sales. The 
plan is utilized by many people 
at the Christmas season. 

The Volkmann Co., also a par- 
ticipant in the town-wide promo- 
tion, concentrates on Christmas 
merchandising. Toys and house- 
hold items help swell this firm’s 
Yuletide profits. 


Store Newspaper Built 
Holiday Business 
(Continued from page 41) 


ing special events such as com- 
munity Christmas trees, special 
premium and gift offers, etc., to 
get our share of the Christmas 
shopping crowds. 

“Another important feature of 
selling Christmas goods in a small 
town is your competitors. Crowds 
do not come to a town where there 
is only one store with a good line 
of these items. We were fortunate 
in having three enterprising com- 
petitors whose Christmas goods 
approached the completeness of 
ours, and, we believe, that this was 
a big factor in bringing buyers to 
town. We are also particular to 
keep prices well in line with chain 
and mail order houses. We are 
able to do this without sacrificing 
any rightful profit by careful 
buying. 

“We have also found that a 
drastic rearrangement of win- 
dows and stock every few days 
just before Christmas is decidedly 
worth while. A new spurt of buy- 
ing follows each rearrangement, 
and the comments of customers 
lead us to believe that this re- 
arrangement gives the appearance 
of new stock.” 

The circulation of The Hard- 
ware News is approximately 2000 
and the paper is mailed to box- 
holders within a 20-mile radius of 


Dodson. 
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Less than two cents a day means the difference between ordinary 


hardware and hardware that is right in style and workmanship. 






Since the cost of good hardware is so small and the function so 






important—wise builders with an eye for beauty and sound 






investment are giving particular attention to hardware that will 






endure for the life of the building. 






To the prospective homeowner, McKinney offers hardware 






artistically designed—in keeping with modern home equip- 






ment—and backed by 72 years of manufacturing experience. 





*2%, for Hardware. Based on the average $6,000 FHA House. 


M°KINNEY maNurAcTURING COMPANY - PITTSBURGH - PA - 


DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 72 YEARS 

















CHENEY SALES MARKER 


THE CHENEY NAILER 


THE HAMMER THAT HOLDS THE NAIL 


YOUR FASTEST SELLING HAMMER 


Here is a hammer that is bought by carpenters and 
amateur mechanics and even the housewives. Its nail 
holding feature, demonstrated by the friendly display, 
the Cheney Sales Maker, creates the urge to buy. ‘Send 
your order today for a Cheney Sales Maker Carton. In 
it are 

10—16 ounce Cheney Nailers No. 938 

Z—20 ounce Cheney Nailers No. 937 . 

1—16 ounce Cheney Nailer No. 938 

chained to display. 
1—Cheney Sales Maker display. 


The Cheney Nailer—the hammer that everyone buys. 


HENRY CHENEY HAMMER CORP. 


Factory: Little Falls, N. Y. 
Sales Office: 302 Broadway, New York 
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Standardize 
US pouttry 
NETTINGS 





ALERT dealers have 
been quick to recognize the spe- 
cific advantages of stocking and selling U. S. 
Poultry Nettings exclusively. By standardizing on 
U. S. HEXLOK and U. S. STRAITLOK, they 
now fill every demand of their trade and meet 
every phase of competition with perfect hexagon- 
mesh and straight-line nettings from one de- 
pendable source. 

This simplifies buying, shipping, stocking and 
re-ordering. It enables the dealer to concentrate 
all sales effort behind nationally-advertised, 
trade-marked products with strong consumer ac- 
ceptance. It builds profitable repeat business. 


Made with LOCK-TWIST 


U. S. HEXLOK and U. S. STRAITLOK 
are made with the dependable LOCK-TWIST 
joints. More uniform, more symmetrical; roll out 
flat; easier to handle and cut; stretch perfectly; 
give greater consumer satisfaction; cost no more. 

Available in all standard widths and weights, 
Galvanized Before or After Weaving. All Copper- 
bearing Steel, pure zinc galvanized. Sold only 
through regular wholesale and retail trade channels. 


Ask your Jobber or write direct! 


INDIANA -~ 


STCECL & WIRE CO. 


MUNCIE INE ANA 
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Too Many Mouths to Feed 


(Continued from page 30) 


hard times. Such a customer de- 
mands prompt, intelligent service 
from trained clerks. He doesn’t 
give a continental whoop if the 
man behind your counter is your 
son or your wife’s brother—to 
him your relatives are just an ag- 
gravating pain in the neck when 
they have to relay to you, or the 
scattering of trained help you 
may still employ, every day ques- 
tions about common merchandise. 

Every untrained person, who 
starts “working” in a retail store, 
increases the worry and the bur- 
den of the man who is responsible 
for the success of that business; if 
it fails he, not the incompetent 
friend or relative, will be held re- 
sponsible. 

It is exceedingly difficult to re- 
suscitate a swimmer who exhausts 
his air supply while still sinking. 
There is always a time when a 
man must disentangle from dead 
weights and dead beats. It is de- 
cidedly better to be considered 
“relatively” a cold hearted busi- 
ness man than to be mourned as 
cannibal meat for a bunch of rela- 
tives who act like they think the 
business they once followed is the 
only one hit by hard times. 

This isn’t pleasant material to 
write—neither are the facts, sup- 
plied by a group of conscientious 
traveling salesmen whose letters 
are before me, pleasant to con- 
template. 

A lot of stores, whose doors are 
still open, have already been eaten 
hollow by “outsiders”—it’s too 
late to do a lot of them any good. 
Others, whose stores have only re- 
cently been invaded, still have 
something worth saving. 

From this fact we gather cour- 
age to call attention to the daugh- 
ters, with children, who come back 
home unbidden because they “just 
can’t get along with their hus- 
bands.” Their straws, drenched 
with self pity, add to the load that 
makes the old camel sway-backed. 
About nine out of ten such 
daughters should be told that de- 
pression years are most inoppor- 
tune times in which to indulge in 
family trouble. What might be 
considered a matrimonial diver- 
sion in normal times is most re- 


lentless selfishness when it dumps 
“more mouths to feed” on a man 
whose business already needs a 
blood transfusion. 

All this may sound heartless but 
such conditions do exist. The 
credit men of the wholesalers 
know of many such cases. Loyalty 
to the business, in such an emer- 
gency, demands a house-cleaning. 
Taking the “bull by the horns” is 
not always an expedient—it fre- 
quently is the only way to keep a 
business from going broke and 
those who are rightfully depend- 
ant upon it from seeking public 
relief. 

There is only one measure by 
which prospective employees 
should be gauged and that is their 
fitness for the jobs to which they 
aspire. Play loose with this rule 
and you are fiddling with funda- 
mentals. 

Certainly there are exceptions 
to the rule that your relatives be- 
long on the other fellow’s payroll. 
Occasionaly one is worth his 
weight in gold. If your business 
has such a treasure—count your 
blessings. 


Free Clubrooms 


A Missouri merchant has a free 
clubroom in his store, equipped 
with easy chairs, good lamps and 
latest newspapers and magazines 
where people can come and rest, 
or read when they desire. This 
room is very popular and builds 
much good will and business for 
the merchant. A Wisconsin dealer 
also using the idea has air-condi- 
tioned his club room, and it is a 
haven of coolness much sought 
after during hot days. Larger in- 
stitutions which maintain free club- 
rooms frequently allow women’s 
clubs to hold meetings in them, 
and some even serve the women 
with coffee and cake, and have a 
speaker give them a 15-minute talk 
on some home subject. The club- 
room idea has many variations. 
Even a small merchant can have 
a room of this type where hobby, 
chess and other small clubs can 
have regular meetings. 
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Housewives Want 


CARLTON 


Stainless 
Steel Ware 


Carlton Ware looks better, cooks 
better, wears better; and conse- 
quently it sells better. It will 
more than fulfill the expectations of your customers. 
Its splendid finish, inside and outside, makes it so 
easy to clean, safeguards health. Carlton Ware gives 
you the greatest opportunity in stainless steel utensils. 






Ask your jobber. 


THE CARROLLTON METAL PRODUCTS CO., Carrollton, Ohio 


CARLTON anonicver 


STA INGESS STEEL WARE 











Sell Your Hunters 
Gun Protection 
With HOPPE’S 


UN protection during the 
hunting season demands 
daily attention. Sell every hunter 
these four Hoppe gun protectors 
—along with their ammunition. 







Hoppe's No. 9 for bore 
cleaning and protection. 


Hoppe's Cleaning Patches 
to apply No. 9. 


Hoppe's Lubricating Oil for 
gun actions. 


Hoppe's Gun Grease for 
general rust preven- 
tion. 

Advertised in all leading 
sportsmen’s magazines. Stand- 
ard products used everywhere. 
Steady year-round demand. 
Keep them on display. 


Your jobber will supply you. 


FRANK A. HOPPE, Inc. 


2314-A North 8th $t., Philade!phia, Pa. 
REPRESENTATIVES: 
Ed. W. Simon Co., Ine., 
302 Broadway, New York City 
H. L. Bowlds & Son, 
108 W. 2nd St., Los Angeles, Calif., ard 
831 S. W. Vista, Portland, Ore. 
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GRIFFIN 












"Since 1899" = In practically any application calling for 
butt hinges you will find the item you 
need in the Griffin line. Griffin Hinges 
are offered in a variety of types, sizes and 
finishes that meet requirements of resi- 
dential and commercial buildings. Cata- 
log sent on request. 


RIFFIN 


anufacturing Company 





CHICAGO: 





ERIE, PENNSYLVANIA 








AGENTS: 


NEW YORK: 45 Warren St. BOSTON: 100 Purchase St. 


162 N. Clinton St. SAN FRANCISCO: 703 Market St. 




















National 


: HARDWARE 
| 


» HE line of builders’ hard- 

ware built to one high 
uniform standard of quality. 
4 The assortment of products 
Y is so exténsive that all of the 
requirements of the trade are 
adequately met. 


The finest materials used in 
j construction are fashioned 
into hardware which is both 
modern in design and effi- 
cient in working simplicity. 
Send for the new National 
catalog; yours for the asking. 








The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Deer Latches 


Strap and Tee 
¢ Hinges 





“a 





Screen Hardware 

















4 . . 
| National Manufacturing Co. 
'  §TERLING - « + ILLINOIS 





HJAMDZS 


TOOL OF 1001 USES 


HAS FIRST CALL 






ind 

MOST WIDELY ADVER- Orit 
TISED—FASTEST SELLER Polishes 
Engraves 


For the 9th consecutive year, 
this famous tool, 


ful Christmas cam- Cuts 
ign, will again Saws 
your list of ex- 
tra-profit items, a 
Small stock invest- 


ment, amazingly 
quick turnover, 
around demand 
‘or 


hav 
made the Handee the 
outstanding profit- 
maker in craftsmen’s tools. 





FREE—Demonstrator Set 
Requires only 2 sq. feet of counter space. 
—— prospect wants the Handee when he 
tries it. 





STANDARD MODEL $10.75 with 3 accessories 
DELUXE MODEL $18.50 with 6 accessories 


ULTRA DELUXE SET—A deluxe Handee and 26 
of the most popular accessories in a convenient car- 
tying case—$25.00 


Accessory Display Case 


Has 2 accessory sales 
40%. ase 







case contains 87 livest vari- 
of sales-tested acces- 
from world’s largest 
and *anest supply. 


HANDEE PORTABLE 
ELECTRIC IRONER 


Retails at $26.95. 
Sensational Xmas Seller. 
Get Details. 


Send for Data on Special Deals, Including 
Accessory Case and Free Demonstrator Set. 


CHICAGO WHEEL & MFG. CO. 
1101 W. Monree St. Dept. EE Chicago, 111. 
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Arkansas Retail Hardware & Imple- 
ment Assn., Feb. 14-15, 1939, at Marion 
Hotel, Litthe Rock, Ark. G. L. Turner, 
320-322 E. Markham St., Little Rock, ‘is 


secretary. 


American Hardware Supply Co., 
Jan. 30-31, 1939, at company headquar- 
ters, 41-43 Terminal Way, South Side, 
Pittsburgh, Pa. William M. Stout is 
general manager. 


California Retail Hardware Associ- 
ation, Feb. 21-23, 1939, headquarters, 
Hotel Whitcomb, San Francisco, Calif. 
Le Roy Smith, Room 237, 417 Market 
St., San Francisco, is manager-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Association 
of Credit Men, Grand Rapids, Mich.., 
June 12-15, 1939. Henry H. Heinmann, 
One Park Ave., New York City, is exec- 


utive manager. 


Illinois Retail Hardware Assn., Jan. 
31, Feb. 1-2, 1939, at State Armory, 
Peoria, Ill. C. G. Gilbert, 1155 Merchan- 
dise Mart, Chicago, is managing direc- 
tor. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 7-10, 1939, in 
Des Moines. Exhibit at Coliseum; 
meetings at Hotel Savery. Philip R. 
Jacobson, Mason City, Iowa, is secre- 
tary. 


Indiana Retail Hardware Assn., Jan. 
24-27, 1939, in Indianapolis, Ind. Ex- 
hibit at Murat Temple. G. F. Sheely, 
915-935 Security Trust Bldg., Indian- 
apolis, is managing director. 


Kentucky Hardware & Implement 
Assn., convention and exhibit, Jan. 17- 
19, 1939, Seelbach Hotel, Louisville, Ky. 
J. M. Stone, 1009 Seelbach Hotel, is 
secretary. 


Marshall Wells Co., Associate Con- 
gresses: at Duluth, Minn., Jan 30-31 
and Feb. 1; at Billings, Mont., Feb. 6- 
8; at Portland, Ore., Feb. 6-8, and at 
Spokane, Wash., Feb. 20-22. 


Missouri Retail Hardware Assn., 
Feb. 21-23, 1939, at Hotel Jefferson, St. 
Louis, Mo. Exhibit at hotel. Peyton C. 
Clark, 2861 Gravois Ave., St. Louis, is 


secretary. 


Michigan Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
in Grand Rapids, Mich. Exhibit at 
Civic Auditorium; meetings at Pantlind 
Hotel. Harold W. Bervig, 1112 Olds 
Tower, Lansing, Mich., is secretary. 


Minnesota Retail Hardware Assn., 
convention and exhibit, Feb. 21-24, 1939, 
at Auditorium, St. Paul, Minn. C. J. 


Coming Conventions 
and Events 


Corrected each issue 


according to latest data 


Christopher, Nicollet at 24th, Minne- 
_apolis, Minn., is manager-treasurer. 


Mountain States Hardware & Im- 
plement Assn.;: Jan. 30, Feb. 1, 1939, 
at Cosmopolitan Hotel, Denver, Colo. 
John T. Bartlett, 637 Pine St., Boulder. 


Colo., is Secretary. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hatdwire Assn., Security Trust 
Bldg., Indianapolis, Ind. 


Nebraska Retail Hardware Assn.. 
convention. and exhibit, Feb. 14-16, 1939, 
in Oimdha, Neb. Exhibit at Municipal 
Auditorium; headquarters, Rome Hotel. 
E. C. Hermanson, 325 Insurance Bldg., 
Lincoln, Neb., is secretary. 


New England Hardware Dealers 
Assn., Feb. 28, March 1-2, 1939, at 
Hotel Statler, Boston, Mass. Exhibit at 
hotel. George G. Hoy. 140 Federal St.. 


Boston, is secretary. 


New York State Retail Hardware 
Assn., annual convention and _ trade 
show at Hotel Syracuse, Syracuse, N. Y.. 
Feb. 7-9, 1939. Secretary John B. Foley. 
508 Hillds Bldg., Syracuse, N. Y. 


North Coast Hardware & Imple- 
ment Dealers Assn., in February, 1939, 
in Portland, Ore. Theo. S. Coy, Olympic 
Hotel, Seattle, Wash., is secretary. 


North Dakota Retail Hardware 
Assn., convention and exhibit, Feb. 7-9. 
1939, in Mont, N. D. Exhibit at Ar- 
mory; meetings in Knights of Pythias 
Hall. Louise J. Thompson, Grand Forks, 


N. D., is secretary. 


Ohio Hardware Assn., Feb. 14-17. 
1939, at Deshler-Wallick Hotel, Colum- 
bus, Ohio. Exhibit at Convention Hall. 
John B. Conklin, 175 South High St.. 


Columbus, is secretary-treasurer. 


Oklahoma Hardware & Implement 
Assn., convention and exhibit, Jan. 31, 
Feb. 1-2, 1939, at Municipal Auditorium. 
Oklahoma City, Okla. C. F. Nelson, 
411 Key Bldg., Oklahoma City, is sec- 
retary. 

Pacific Northwest Hardware & Im- 
plement Assn., convention and exhibit, 
Feb. 6-8, 1939, at Davenport Hotel. 
Spokane, Wash. Dale Strong, 523 
Realty Bldg., Spokane, is secretary. 

Panhandle Hardware & Implement 
Assn., Feb. 6-7, 1939, at Herring Hotel, 
Amarillo, Tex. C. L. Thompson, Can- 
yon, Tex., is secretary. 


Pennsylvania and Atlantic Sea- 
board Hardware Assn., Feb. 21-24. 
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CLEMSON BROS., 


the Taracle 


OF MOWER PROFITS-WITH 


CLEMSON MODEL C-17 


handling. These points 


and every unit moved ne 
maximum profits, display and sell CLEMSON Model 
C-17 Lawn Mower. 


Make sure you see our 


_Here is the altogether different lawn mower. It is 
different in looks, service, 


long-run economy and ease 
readily shown, make sales 
ts a handsome profit. For 


advance sales and merchan- 


dising plans for the 1989 season. 
1. Simple chrome plated hand adjustments. No 
tools required to adjust or set bed-knife or 


roller. 


2. Forged heat-treated fly-knives cast in reel 


without strains 
alignment. 


insuring perfect permanent 


3. Elimination of all oiling, greasing, or grind- 


ing for life of 
4. Lightest weight 
inch cut. 


a 





INC., Middletown, 


mower. 
mower giving full seventeen 


Sold exclusively through the Hardware Jobber 





Madel C-17 


eo 
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Mopernize Your Store 
or straggle behind the parade 






ees shoppers, men and women, like to buy 
where goods are neatly shown in mass displays, where 
quantities of everything can be seen. UNIVERSAL 
STEEL FIXTURES do this job in the right way. 
UNIVERSAL equipment is backed by real merchan- 
dising sense and experience. 


UNIVERSAL WALL SECTIONS 
HAVE NO PILASTERS 


They are clear vision—no “blinders” to obstruct 
side wall view. UNIVERSAL STEEL TABLES are 
streamlined, with rounded corners—finished in beauti- 
ful baked enamel. Built to display the most goods for 
floor area used. 


UNIVERSAL GIVES FREE 
PLANNING SERVICE 


Send us your floor plan and write us what you want 
to do. We will give you our idea of how your floor 
should look and what it will cost. No obligation. 


SEND FOR FREE CATALOG , 


Shows everything for completely outfitting your store. 


UNIVERSAL EQUIPMENT CO. 


3500 Arthington St., Chicago, Ill. 
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tric Model, sugar and 





built on 


Every month 
Coffee Brewers 
climbs .. . 
out it always g 
coffee when brew 


CORY Coffee B 
sign, and always 
price and one pac 





De Luxe Gift Tray Set. Princess Elec- 


creamer . . with 


bentwood tray in rich walnut ‘finish. 


GLASS COFFEE BREWER CORP. 


Make Good Profits Every Month 


brewed by the CORY 


because the public has found 


bitterness from over-steeping or boiling; 
untouched by metal. 


better coffee 


the demand for CORY 
and equipment steadily 


ets rich, mellow, clear, 
ed in a CORY... no 


rewers are smart in > 
sold complete . . on 
kage includes seneibhen, 


@ CORY “Fast-Flo” 
Filter 

@ 2-Heat Electric Units 
(Hi-Low) 

@ Bakelite Funnel 
Holder 

@ Hinged Decanter 
Cover 

@ Beautiful Platinum 
Decoration 

@ Bakelite Coffee 
Measure 

@ Formed, no-spatter, 
pouring lip 

@ Heat-resisting glass by 
CORNING 

Several new profit-mak- 

ers included in the latest 

catalog. Write for it. 


325 No. Wells St. 
CHICAGO 








NOVEMBER 





3, 1938 






















































( N is the word for 


PHILLIPS 
RECESSED-HEAD SCREWS 


Because Corbin has been the leader in screw manu- 
facturing for a lifetime. Your customers want these 
new self-centering, slip-proof Phillips Screws —and 
they'll welcome t re assurance of dependability 
guaranteed by the Corbin name. 


The tapered head and driver fit exactly — 
reduce spoilage, improve speed, holding 
power, appearance. 

Licensed to be manufactured and sold 
under Patent Nos. 2,046,837 —2,046,838 — 
2,046,839 — 2,046, 840 — 2,046, 843. Other 
domestic and foreign patents allowed 
and pending. 














TMA mel Lic? Wilel 
The American Hardware Corp:, Successor 


New Britain, Connecticut 
Western Factory, Dayton, Ohio Warehouses New York 












Chicago 


SLASS CuTTER 


ewil 
ree TEEPE 


Py ~~ Parts Cutts 


it pays to push Red 
Devil Glass Cutter 

They rate high as 
ellers in all season 


= af good profit 


The ure cutting 
precision made 
alloy steel wheel 
pleases experi 
need users and 
amateurs alike 
It's ALL in the 


Wheel 


The unique Easel 
Counter Display 
attracts attention— 


and buyer 


LANDON P. SMITH, 
IRVINGTON, N. J. 














you'll say, 


“HOW DID | DO 
WITHOUT THEM?” 





Kum-Kleen Labels Quickly 
Applied Without Moisture 

















-405 
$-50s5 








$-605 
$-705 








KUM-KLEEN labels are applied on 
ony smooth, dry surface without wet- 

. are easily removable but 
hold ‘indefinitely until removed and 
can be used over and over again. 
They are conveniently packed on 
backing material for insertion in 
typewriter. Available in all conven- 
fent label sizes, packaged 1000 to a 
box. Send today for free samples. 
@ Easily Applied @ Require No Moisture 
@ Instantly Removable @ Adhere Firmly 
@ Keep indefinitely @ Do not Dry Out 

@ Inexpensive 


Rum {len 


AVERY ADHESIVES 
334-336 East 4th Street 
LOS ANGELES, CALIFORNIA 
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1939, at William Penn Hotel, Pitts- 
burgh, Pa., Exhibit at hotel. W. Glenn 
Pearce, 400 North Broad St., Philadel- 


phia, is managing director. 


Southern California Retail Hard- 
ware Association, semi-annual Hardware 
Conference, Oct. 27, 1938, at the Hotel 
Huntington, Pasadena, Calif. 1939 con- 
vention and exposition at the Hollywood 
Roosevelt Hotel, Hollywood, Calif., 
March 1-3, 1939. J. V. Guilfeyle, 1026 
Rivers-Strong Bldg., 112 W. 9th St., Los 
Angeles, Calif., is managing director. 


South Dakota Retail Hardware 
Assn., convention and exhibit, March 
14-16, 1939, in Corn Palace, Mitchell, 
S. D. C. J. Christopher, Nicollet at 
24th, Minneapolis, Minn., is manager- 
treasurer. 


Tennessee Retail Hardware Assn., 
Feb. 15-16, 1939, at Andrew Jackson 
Hotel, Nashville, Tenn. J. F. Vaughan, 
Jr., Winchester, Tenn., is secretary- 
treasurer. 


Texas Hardware & Implement Assn., 
convention and exhibit, Jan. 24-26, 1939, 
in Houston, Tex. Exhibit, Sam Houston 
Coliseum; headquarters, Texas State 
Hotel. Dan Scoates, College Station, 
Tex., is secretary. 


Triple Convention of the Ameri- 
can Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 17 
to 23, 1939, aboard the S. S. Bremen 
on a cruise to Bermuda. Secretary of 
the American Assn., R. Kennedy Han- 
son, 1108 Clark Bldg., Pittsburgh, Pa.; 
National Assn., H. R. Rinehart, 505 
Arch St., Philadelphia, and Southern 
Assn., Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va. 

Virginia Retail Hardware Assn., 
Feb. 21-22, 1939, at Virginian Hotel, 
Lynchburg, Va. R. A. Frayser, 17 N. 
Sixth St., Richmond, Va., is secretary. 


Washer-Ironer Show, first annual 
exhibit, sponsored by the American 
Washer and Ironer Mfrs. Assn., Stevens 
Hotel, Chicago, in Januaty, 1939. 

Western Retail Implement & 
Hardware Assn., annual convention 
Jan. 17-19, 1939, at the Municipal 
Auditorium, Kansas City, Mo. 


Wisconsin Retail Hardware Assn., 
convention and exhibit, Feb. 7-10, 1939, 
at Auditorium, Milwaukee, Wis. Ex- 
hibit manager, George W. Kornely, 
3374 N. Green Bay Ave., Milwaukee. 
H. A. Lewis, Stevens Point, Wis., is 
secretary. 


“See for Yourself”, Is the 
Idea Behind This Store 


(Continued from page 33) 


customer finds in this Wilmington 
store are the results of Mr. Fair- 
ley’s long experience in hardware 
merchandising. He has been a 





hardware man a long time serving 
his apprenticeship as a youth in 
Hillsboro, Ohio. When he re- 
turned from the war in 1919 he 
purchased a one-third interest in 
the Hillsboro Hardware Co., his 
father and brothers being the other 
partners. In 1921, he and his 
brother each purchased one-sixth 
interest in the business from their 
father and in 1924 he acquired 
control of the business. Since that 
time he has developed the busi- 
ness to the point where it now in- 
cludes hardware stores in Lynch- 
burg, Sabina, Waynesville, Hills- 
boro, Ohio, in addition to the most 
modern of them all in Wilmington. 





Taking the Mystery Out 
of Builders’ Hardware 
(Continued from page 27) 


ular drawn brass threshold with 
corrugated top to prevent slipping. 

Fig. 14 shows a flat drawn brass 
threshold with beveled edges. Oc- 
casionally, particularly on inex- 
pensive school jobs, a cast iron 
threshold may be used. 

Details must be checked with 
due care in furnishing any thresh- 
old. The type of floor, proper 
screws or expansion bolts or other 
devices to hold the threshold in 
place must be furnished with the 
order. 

In sending in threshold mea- 
surements the length given should 
be exact, allowing metal to come 
long enough in order to go under 
the stops at the frame to the full 
length of the opening. The width 
must be sufficiently wide to cover 
the joint of the two types of 
floors that the threshold covers. 

In the limited space of this part 
of the chapter it is quite out of the 
question to illustrate all types of 
thresholds. Further study should 
be made from your sources of 
supply. 

In our next chapter we shall 
take up master keying. 





Standard Tools 


The Standard Tool Co., Cleveland, 
Ohio, has issued a new general catalog 
No. 38 showing many new items. The 
calalog has 318 pages, is 5 by 7 inches, 
illustrating and describing twist drills, 
reamers, milling cutters, taps, chucks, 
taper pins, and special tools. The vol- 
ume is thumb-indexed for convenient 
reference. 
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Animproved EDLUND, Jr. 
CAN OPENER 







IN A NEW 
PACKAGE 


No 
Increase 
In Price 

Only 50¢ 


Modernized in design, larger and stur- 
dier. These are among the improve- 
ments recently effected to increase the 
operating efficiency and sales appeal of 
the famous Edlund Junior Can Opener. 
You will also find the Edlund Junior in 
a flashy new package, more attractive 
than ever before. A new demonstrating 
display unit to help you increase sales 
is also available. Ask your jobber or 
write direct. 


EDLUND COMPANY 


Burlington, Vermont 


ALSO SELLS TIP-TOP 
HEATLESS CEMENT! 
If you prefer, buy 1 
Dozen tubes each of 
solder and cement, or 
2 Dozen tubes ° 
TOP Heatless Cement 
on this Deal. Folks 
buy both! Order Spe- 
cial Deal TODAY! 








DOUBLE TIP-TOP SALES 













few DISPLAY 


AND MAKE 50% PROFIT! 


Folks buy on sight when NEW 28” Display 
demonstrates 40 lb. resistance of TIP-TOP 
Liquid Solder repair. TIP-TOP sells fast 
from regular display boards .. . 100% faster 
with demonstrator! Takes small space... 
effective for years. Folks see how TIP- 
TOP solders metal, glass, china, wood, 
leather, etc., with weld-like bond that grips 
like steel! 


Special Deal ONLY $5.00—Sell for $7.50— 
Make $2.50 PROFIT! Original deal nets 
you extra big margin... LATER SALES 
EVEN MORE! ORDER DEAL TODAY 
your Jobber, or write direct to TIP- 








































_ Your Cost Retail 

A—z28 inch TIP-TOP Price 
DEMONSTRATOR $1.20 

B—6 TIP-TOP TUBES FREE $1.50 

C—2 DOZEN TUBES 

CARDED 3.80 6.00 

5.00 7.50 

YOUR PROFIT 50% You Pay 5.00 


2.50 


i 
tt 








TIP-TOP PRODUCTS CO., Dept. B—Omaha, Neb. 




















Do You Sell Through 


Hardware Channels? 


If so, you need the Hard- 
ware Age VERIFIEDLIST. 
It is indispensable for Call- 
ing on Hardware Jobbers— 
for your Credit Depart- 
ment and for Direct Mail 
Work. This carefully com- 
piled verified 


MAILING 
LIST 
of Wholesale Hardware 


Houses 


lists: Shelf Hardware Jobbers, Heavy Hardware 
Jobbers, Mill Supply Distributors, Plumbers’ and 
Tinners’ Supplies Jobbers, Manufacturers’ Agents, 
Hardware Chain Stores, Hardware Association 
Lists, etc., etc. 





Price $10.00 a copy. Remittance with order. 


HARDWARE AGE VERIFIED LIST 


239 W. 39th Street New York, N. Y. 





keeping set. 


inches. 





Girl's Housekeeping Set 


Just what every little girl wants... 
Ironing board, iron, food chopper, 
waffle iron and seven clothes pins, all packed in a 
colorful display box measuring 10 x 22% x 1% 
Finished in brilliant colors. 
is extremely popular with mothers because it 
provides countless hours of good wholesome play. 
Retail price $1.00. 


Order from your jobber. 


ARCADE MFG. CO. 
1201 Shawnee St. 
Freeport, Ill. 





















a house- 


A set that 


AKCADE 


CAST IRON 


TOYS 
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Re l 


Since 1785 
Tools & Hardware 


for all regulation 


requirements 


bats May .0-) am Gelb b ans Le) 0) 01-54 


about our proven mer- 


fod a¥cb ate bt-pb ale mmo) tbal-mai 2 abled a! 


will assure you 


PROFIT instead of mere 
MARK-UP 


THE PECK, STOW & WILCOX CO 


Southingtor 








AT YOUR SERVICE / 


y 
Tue “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the manv- 
facturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil. 
ity it has been incorpo. 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek, 
write the “Who Makes 
It” Editor. He's at your 
service! 


HARDWARE AGE 
New Y 











GENERAL ELECTRIC CO., 
Bridgeport, Conn.—$400 in prizes 
for the best window displays of 
G. E. Home Laundry Equipment. 
Contest started Sept. 15 and runs 
through Nov. 26. Windows must use 
G. E. “Sell-Shock” displays. Awards. 
first, $100; second, $75; third, $50: 
fourth to eighth, inclusive, $25 each 
and ninth to thirteenth, $10 each. If 
displays are used during National 
Washer and Ironer Week, Oct. 23-29 
and are judged among the winners, 
the amounts of awards will be 
doubled by the sponsors. Address 
General Electric Co., Appliance and 
Merchandise Department, 1285 Bos- 
ton Ave., Bridgeport, Conn. 


LOVELL MFG. CO., Erie, Pa. 

$300 in prizes for the best window 
displays of all “Lovell”-equipped 
washers during National Washer and 
Ironer Week, Oct. 23-29. First prize, 
$100; second prize, $50; third prize, 
$35; three fourth prizes of $25 each 
and five fifth prizes of $10 each. All 
washers used in display must be 
equipped with Lovell] wringers. 
Other home laundry items may be 
shown. Part of display material 
available to dealer from company 
must be used. Other display ma- 
terial may be included. Entries sub- 
mitted by glossy photographs, 8 by 
10 in. preferably, and plainly iden- 
tified. No photos returned. They 
become company property. Contest 
closes midnight, Nov. 10, 1938. Ad- 
dress Contest Dept., care of com- 
pany. 


THE SILEX €0O., Hartford. 
Conn.—$5,040 distributed for best 
window displays of Silex glass 
coffee makers. Contest is classified 
according to city population and 
also to groups—dealers and depart- 
ment stores and utilities. For deal- 
ers: three first prizes of $250; three 
second prizes of $50, and 75 third 
prizes of $10. Jobbers’ salesmen 
selling winning stores receive prizes: 
three first prizes of $25; three 
second prizes of $15, and 75 third 
prizes of $10. More than one photo- 
graph may be submitted. Entry 
blanks available from jobbers’ sales- 
men. Contest began Oct. 15 and 
closes Dec. 1, 1938. Entries must 
be mailed not later than Dec. 10. 


WESTINGHOUSE LAMP DI- 
VISION, Westinghouse Electric 
& Mfg. Co., Bloomfield, N. J. With- 


©} i 8. iy we 28-8 te tae Oe 8 > 
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in each of the six Westinghouse 
Lamp districts a total of 100 teams 
of jobber salesmen, captained by 
Westinghouse salesmen will com- 
pete for prizes. They will be in the 
form of merchandise which the win- 
ning salesmen will select, and will 
purchase through the medium of 
certificates. One prize will go in 
each district to the winning jobber, 
to be distributed among his com- 
peting salesmen. Another prize will 
be awarded each month of the six 
months’ contest to all jobbers, 60 
per cent of whose salesmen have se- 
cured one or more contracts during 
the month. Still another prize will 
be awarded in each district to the 
jobber salesmen having the high- 
est individual score. Contest starts 
Oct. 1. 


Re: The Co-ops 


(Continued frem page 34) 


and then worked like Hell as mer- 
chants. I think we could weather 
any storm confronting us today. 

Co-ops? Give the retailer an “even 
break,” jar him loose to the point 
that he will fight for his life, inject 
sound merchandising methods into 
his program, eliminate his jealous- 
ies and you will find him whipping 
them to death. For, always remem- 
ber that co-ops must buy brains. 
must educate brains, must consider 
style, must weather heavy competi- 
tion, must worry about “selectivity” 
and must overcome the handicap of 
having entered into the American 
business picture about thirty years 
too late. 


Packaged Silex Cloths 

These customer-attracting silver dis- 
penser packages contain three-color 
silver boxes of the new Silex string-less 
cloth strainers. One package contains 
four cloths and retails for 10 cents. A 
second contains 12 cloths and retails 
at 25 cents, and the third contains 25 
cloths and retails for 50 cents. The 
Silex Co., Hartford, Conn. 
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A "SAFE BUY” for 


Kawa, Your Holiday 
es STOCK 


MARBLES 
Outing 
Sets 


Retailing 
at 


$4 and $5 


No. 304—Marble’s No. 49 Woodcraft Knife. with 4% inch blade and leather handle. 
Leather sheath, Waterproof Match Box and Coat Compass. Retails complete for 

o. 305—Same as Outing Set No. 304, but has Marble’s Woodcraft Knife No. 50 
with real staghorn handle. Retails complete for lo 

Excellent Holiday numbers and safe to stock, because each item is ayear’round seller. 


MARBLE ARMS & MFG. Co., 540 Delta Avenue 


Gladstone, Mich., U.S.A. 


SPEEDY PAINT SPRAYERS 


NEW! A BETTER GUN 
AT LOW COST! 


Bigger — better oil and water 
trap in handle insures clean oil, 


















free air and perfect work. Over- 
size hardened steel nozzles—in- 
stant change from “Bleeder’’ to 
“air valve’ control. Write At 


once for new complete catalog of 
LOW COST spray equipment. 
DEALERS: Send for price list, dis- 
counts, and details on portable electric 
and auto-power paint sprayers. 


W.R. BROWN CORPORATION 


5724 Armitage Avenue, : 
Chicago, Illinois |» | 











PBRAODES 
PO AEG 


SBetit aa & 
[. Meh 


Their performance is known. The new hinged-lid 
metal boxes, lithographed in colors, sell and stack 


better, take 20. less space, keep clean added 
advantages in selling the famous Star ‘Moly’ and 


Tungsten hand hack saw blades 


CLEMSON BROS., INC Middletown, N. Y 














Wanta Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 
Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 

Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St.. New York City 
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_~ SAFE, GROUNDLESS 
=" WIRING WITH 





No. 8358 
mex PORCELETS 
PORCELET all-porcelain outlets outmode old-fashioned 


grounded wiring systems. PORCELETS are completely in- 
sulated, completely safe. You'll want to stock and recommend 
PORCELETS to your customers when you've seen the com- 
plete line of these fast selling safer wiring devices. Write 
for your copy of catalog No. 15. 


PORCELAIN PRODUCTS, INC. 


DEPT. 10 FINDLAY, OHIO 




















E Hour STORE 
AR Holiday Season With 


‘S Wodom EQUIPMENT! 
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HELLER'S ATTRACTIVE FIXTURES 
WILL INCREASE HOLIDAY BUYING! 


Stimulate greater sales for your big 1938 holiday season—present your 
merchandise in the ATTRACTIVE HELLER MANNER! 

HELLER OFFERS FREE STORE PLANNING SERVICE! 
Just send size of your store together with any changes you might be 
planning and our Service Department will outline suggestions and 


prepare elevation sketches showing how the fixtures will look especially 
for your store! Take advantage of this FREE OFFER without cost 


or obligation ! 
WRITE FOR FREE LITERATURE! 


W. C. HELLER & CO. 


1038 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City . 
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E-Z CORN POPPER 
The Original Rotary Corn Popper : 


The Popper That Puts S& o: oe 
The Pop in Pop Corn 







Use Any Kind of Heat 


Ask Your Jobber 


0. S. KEENE MACHINE CO., - ELKHART, IND. 


Kew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 





CALF WEANERS 
BEST FOR 25 YEARS 


Write for FREE Circular Mfrd. By 


QUINN WIRE & IRON WORKS 


BOONE, IOWA, UBA 








Make the Small Items Pay Big 
Profits. Stock up now with 


HINDLEY WIRE GOODS 
Cae 


COTTER PINS - WIRE SPECIALTIES 
BRIGHT WIRE GOODS - EYE BOLTS 


Sold Only tavengh Regular Hardware 


rade Channels. 
HINDLE 


MFG. CO., 60 a are 
VALLEY FALLS, 


DENISTON 


“Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Seal’’—the lead under the head and down the 
shonk actually plugs the nail hole with lead! . 

Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 















THE ORIGINAL 
TIRE FABRIC MAT 


men © one weave, Patented 


“type construction 
Its workmanshiplike appearance brings 
profitable — business. Easily rolled, 
yet always lays flat. 


Seld Only Through Jobbers and Dealers 


DURABLE MAT CO. 
772 Brook 8 Akron, Ohio 








coor( sem NAIL 


CLIPPERS 
The “Gem Junior” 


An eye-pleasing streamline 
clipper with keen, hardened 
cutting jaws and_ efficient 
ile and cleaner. Mounted 1 
doz. on attractive counter dis- 


Gem Jr: 





way card. Retail, 25¢. At 
iobbers’. Send for catalog 
rice sheet. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Conn. 
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The “Who Makes It?’ issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


San Francisco, Calif.: Who makes 
the Personna safety razor blades? 


J. D. French Co., Inc. 
ANSWER: Personna Blade Co., 


Inc., 220 East 42nd Street, New 
York, BH. ¥. 
* * * 
Humphrey, Nebr.: Who makes 


the Newport double barrel shot gun? 
Jos. C. Krebs. 


ANSWER: Special brand of Hib- 
bard, Spencer, Bartlett Co., Chicago, 
Ill. 


* + 


Raleigh, N. C.: Who makes 
the Stonebridge aluminum folding 
baker? Thomas H. Briggs & Sons, 
Inc. 


ANSWER: Superior Meter Co., 
167 41st St., Brooklyn, N. Y. 


* + 


Aransas Pass, Texas: Who makes 
a miniature automobile that uses 
gasoline motor for power? Mills- 
Robinson Hardware. 

ANSWER: Custer Specialty Co., 
119 Franklin Street, Dayton, Ohio, 
and National Sales & Mfg. Co., Des 


Moines, Iowa. 


Turner, Mich.: Who makes the 
Pekin farm wagon? People’s Hard- 
ware Co. 


ANSWER: Springfield Wagon & 
Trailer Co., Springfield, Mo. 


K * * 


Valdosta, Ga.: Who makes the 
Detex watchman’s clock and _sta- 
tions? Whitehead Hardware Co. 


ANSWER: Detex Watch Clock 
Corp., 4157 Ravenswood Ave., Chi- 
cago, Ill. 

* * * 

New Britain, Conn.: Who makes 
the Skelton boring bars? Smith & 
Klebes, Inc. 

ANSWER: W. C. Lipe, Inc., 208 
So. Seneca St., Syracuse, N. Y. 


* *+ * 


Pittsburgh, Pa.: Who imports the 
Olympic jewelers files? Beighley 
Hardware & Tool Co. 


ANSWER: M. J. Lampert & Sons, 
Inc., 35 Maiden Lane, New York, 
N. Y. 


* * * 


Port Townsend, Wash.: Who 
makes the Power Chief food mixer? 
Olympic Hardware & Furn. Co. 


ANSWER: Neupert Mfg. Co., 82 
Lark Street, Buffalo, N. Y. 
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MAKE 


Information regarding sources of supply 


S TT?” 


vided readers of Hardwere Age by the “Who Makes 
Itt” editor is here presented as an aid to others in 


the trade 


who may be secking 


the same articles. 


The inquiries reproduced have been selected because 
ef their general interest to hardware merchants and 
buyers. This editorial feature im each issue supple 
ments the service rendered by the “Who Makes It?” 


issue. When writing to the 


firms mentioned, state 


that you secured your information from the Heré. 


ware Age Directory Number. 


Inola, Okla.: Please furnish the 
names and addresses of fretted 
instruments, particularly banjos? 
King-Lawrence Lumber Co. 


ANSWER: Gibson, Inc., Kala- 
mazoo, Michigan; Kay Musical In- 
strument Co., 1640 W. Walnut Street. 
Chicago, Ill.; Ludwig & Ludwig, 
1611 No. Wolcott Street, Chicago, 
Ill.; Slingerland Banjo & Drum Co.; 
1325 W. Belden Avenue, Chicago, Ill. 


Seattle, Wash.: Who makes the 
Ideal Wire eave trough hangers? 
Northwest MetalkProducts, Inc. 


ANSWER: Howell Manufacturing 
Co., Byron, Mich. 


Montrose, Colo.: Who makes the 
Mayfair chinaware? Lathrop Hard- 
ware Co. 

ANSWER: Sebring Pottery Co., 
Sebring, Ohio. 


Rochester, N. Y.: Who makes the 
Abernathy vise? Rochester Hard- 
ware & Supply Co. 

ANSWER: Abernathy Vise & Tool 
Co., 281 West 26th Street, Chicago, 
Ill. 


Philadelphia, Pa.: Who makes the 
Brooks Roto-Trim lawn edger? Ed- 
ward K. Tryon Co. 

ANSWER: Wright Products Mfg. 
Co., Minneapolis, Minn. 
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Daykin, Nebr.: Who makes the 
Lane cedar chests? Lohse Hardware 
& Furniture Co. 


ANSWER: Lane Company, Inc., 
Altavista, Va. 


* *% * 


Jeanerette, La.: Who makes the 
Carrene gas refrigerants? Jeanerette 
Hardware. 

ANSWER: Carrier Engineering 
Corp., 850 Frelinghuysen Ave., New- 
ark, N. J. 


* * * 


South Orange, N. J.: Who makes 
the Everlasting toilet seats? Stone- 
ham Hardware Co. 

ANSWER: Plumbers Woodwork 
Co., Algoma, Wisc. 


* * * 


Dubuque, Iowa: Who makes the 
Evans decoy ducks? F. M. Jaeger 
Hardware Co. 


ANSWER: W. D. Evans, Lady- 
smith, Wisc. 


* * * 


Mt. Dora, Fla.: Who makes the 
Avenarius wood preserver? Mt. 
Dora Hardware Co. 

ANSWER: Carbolineum Wood 
Preserving Co., 518 Highland Ave., 
Milwaukee, Wisc. 


* * * 


Port St. Joe, Fla.: Who makes 
the Lidgerwood patent logging 
blocks? Gulf Hardware & Supply 
Co. 


ANSWER: Lidgerwood Manufac- 
turing Co., Elizabeth, N. J. 















CHAIN TONGS 


Jaws are drop forged from special 
steel, heat treated, hardened, tempered 
and tested. Handles forged from high 
carbon steel have both stiffness and 
“spring.” 

Flat Link Chains have proven strength 
—are proof-tested to 2/3 catalog 
strength (3,600 to 40,000 Ibs.). Design 
improvements: jaws have _ increased 
bearing on bar and forged-in chain 
guides, large steel bolts, drop 
alloy steel shackle. Better 
TOOLS—The most complete line made 
and each an improved tool. 

Solid Stock and Dies Pipe Cutter 
Adjustable Dies and a Cutter 
Pipe Wrerches 


$ 
Reced.ng Threaders 
Hinged Pipe Vises Chain Tongs 


Write for new catalog 













ARMSTRONG BROS. TOOLCO. 
“The Tool Holder People” 
i Ave., Chieage, U.S.A. 
_ B. torn" Warehouse and les: 
199 Lafayette St., N 
San Francisco 
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Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Re ecentatives Wanted 


z 
tJ 
Es 
B 
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additiona) word. . 


Positions Wanted 
a Rate) set solid, maximum. 


e& 


ee eee ewe eeees 


Allow Boven Words fer A = POE or Your Address 
_poum DISPLAY ss 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents. Jobbers. Jobbers’ Salesmen, Retailers and Retail Salesmen 





a FOR CONSECUTIVE INSERTIONS 
4 insertions, 10% i. 28 insertions 15% off. 


Due to the special , these discounts do 
not apply on aw Ba Wanted Advertise 
ments 


—~eo— 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order. 
not currency. 








HARDWARE AGE is published every 
er Thursday. Classifi iorms close 
15 days previous to date of publication. 


NOTE 


Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—@—_— 

Address your correspondence and replies te 
HARDWARE AGE 
Classified Opportunities Dept. 
239 West 39th St.. New York City 

















HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced and well trained employees in the hardware 
industries. No charge to employers for this ser- 
vice. If we can be of any help to you, just 
‘phone ASSOCIATED PLACEMENT BUREAU, 
152 West 42nd Street. New York City. Wis. 
7-1802, 1803. 





YOUNG MAN, 26, AMBITIOUS, 8 YEARS’ 
EXPERIENCE wholesale and retail hardware, 
seeks position with leading hardware concern. 
Can furnish best recommendations. Address Box 
1-229, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





CATALOG COMPILER—ABLE TO TAKE 
entire charge of compiling jobber’s catalog. Will 
travel anywhere. Thoroughly experienced—having 
worked on many large size jobbers’ catalogs. 
Address Box D-189, care of Harpware Ace, 239 
W. 39th St.. N. Y. City. 





EXPERIENCED RETAIL AND WHOLE- 
SALE HARDWARE salesman with 20 years’ ex- 
perience desires position with reliable firm. Have 
A-1 knowledge of most lines pertaining to hardware, 
especially tools. Best of references as to ability, 
honesty and experience. Address Box D-208, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





YOUNG. MAN, 29 YEARS OF age, 15 years’ 
experience in retail hardware and paint line, wishes 
Position with retail or wholesale firm where there 
is a definite opportunity for advancement. Best of 
references. Single. Can locate anywhere in 
United States. Address Box D-226, care of Harp- 
ware AGE, 239 W. 39th St., N. Yy. City. 





BUILDERS’ HARDWARE SALESMAN AND 
ESTIMATOR desires position. Familiar with 
leading manufacturers’ lines, factory trained, 20 
years’ experience managing department, specifica- 
tion writing, details. Familiar with all types of 
building construction. Best references. Address 
Box D-213, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 





AM INTERESTED IN CONNECTING WITH 
manufacturers desiring alert hardware specialties 
salesman to cover California. Will live on terri- 
tory. Experience ten years on road, thirteen years 
in retail hardware. Ambitious, thorough, honest 
and capable. Excellent references. Available Janu- 
ary first. Address Box D-204, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 





AVAILABLE YOUNG MAN, 26, THOR- 
OUGHLY EXPERIENCED hardware desires ad- 
vantageous connection with reliable hardware 
company. Can fill any vacany. Address Box 
D-230, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


SALESMAN, NOW WITH JOBBER, SEEKS 
connection with manufacturer. Age 38, married. 
Twelve years with leading jobbers and three 
years with nationally known manufacturer. Ex- 
perience covers all lines of hardware. Now located 
in New York State but no objection to other 
locations. Salary and expense or salary and 
bonus arrangement. Address Box D-181, care of 
Harpwarrt Acre, 239 W. 39th St.. N. Y. City. 
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HARDWARE MAN WITH SIXTEEN 
YEARS’ experience desires position with reliable 
retail firm. Well versed in most lines pertaining 
to hardware. Can buy, sell, arrange stock, do 
locksmith work and manage. Prefer Ohio or 
Michigan, but can locate anywhere. Best of refer- 
ences as to honesty and experience. Address Box 
D-220, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





SALESMAN, 39, DESIRES TO REPRE- 
SENT manufacturer. Thoroughly acquainted with 
hardware, automotive and drug jobber trade, also 
department stores and chain stores, throughout 
Central States, also Southwest and Northwest 
territories, fourteen years’ sales experience along 
with managerial responsibilities. ew A or salary 
and commission, Address Box D-223, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





Agent Wanted to Sell 


PIPE FITTINGS 


WIDES MACHINE PRODUCTS 
Mfrs. of Plumbing Supplies 
BEDFORD, OHIO 











Nationally known Builders’ and Cabinet 
Hardware Manufacturer desires Salesman 
or Distributor 
now regularly calling on retail Hardware and Lum- 
ber Dealers in Chicago District to take on line a 





MACHINIST, ALL AROUND TOOL DIE 
maker, lathe, milling machine, grinder, shaper, 
and bench work. Can read blueprints. 
twenty years’ experience. Capable of accurate 
production, also jobbing work. Seek position 
where good workmanship and loyalty is an asset. 
Can furnish bond or security for responsible posi- 
tion. References furnished. Am also open for a 
proposition. Address Box D-218, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 





EXPERIENCED HARDWARE, PAINT, 
HOUSEFURNISHINGS MAN SEEKS employ- 
ment. College man. Fifteen years’ experience. 
All around mechanic, locksmith, electrical and 
general repairs. Capable, efficient, resourceful 
producer. Trim windows. Able take full charge. 
Twelve years owner retail store. Best references, 
hondable. Moderate salary sexpected. Address 
Box D-229, care of Harpware Acer, 239 W. 39th 
St.. N. Y. City. 


YOUNG MAN 29 YEARS OF age with 15 
ears’ experience selling Retail Hardware and 
‘aint lines desires position as travelling salesman 

with Jobber or Manufacturer. Would like to con- 
tact firm to train me for selling in any territory 
in United States. Salary basis or possibly com- 
bination salary and commission with all travelling 
expense paid under either arrangement. Best of 
references. Address Box D-225, care of Harp- 
ware AGE, 239 W. 39th St., N. Y. City. 


YOUNG MAN, 26 YEARS OLD, five years 
with leading wholesale hardware distributor cov- 
ering Middle Atlantic States, seeks responsible 
position with manufacturer. Ability to operate 
books, handle credit and collections, buy and sell 
or perform any function requiring initiative. 
Pace graduate, single, neat, pleasing personality 
and free to travel anywhere. Excellent references. 
Address Box o — care of Harpware Ace, 239 
W. 39th St., Y. City. 


CREDIT EXECUTIVE—ACCOUNTANT, 33 
YEARS, desires to forge ahead with responsible 
organization. Fourteen years with prominent 
Eastern hardware and paint concerns. Capable 
business adviser—familiar with financial and 
profit ratios and operating budgets perpetuating 
any organization, merchandising controls, cost and 
selling records. Thoroughly experienced with con- 
tractual and industrial credits. Assume full 
credit responsibilities. Location no factor. Ad- 
dress Box 1-195 eare of Harpware Acer, 239 W. 
39th St.. N. Y. City. 














basis. Prefer Representative who can 
carry consigned stock. Give all details, experience, 
lines carried, references. 
Address Box 4 -—- care of a: AGE 
239 W. 39th St., N. Y. City 











SALESMAN WANTED 

By Well-Known Manufacturer of Hardware 
and Housefurnishings’ Items 

for jobber and department store t store trade ‘nly 


State 
New Jersey, Pennsylvania, Maryland and District ei 
Columbia. 
Address Box e am. eare #, HARDWARE AGE 
i" 239 39th St., N. Y. City 














SALESMEN WANTED FOR THE BURNS 
line of orange and grapefruit peelers and grape 
fruit corers. Also serrated edged cutlery. Ad- 
dress: The Burns Mfg. Co., Syracuse, N. Y. 





EXPERIENCED SALESMEN COVERING 
HARDWARE, FURNITURE and _ housewares 
retailers to sell line of better made kitchen and 
bath stools having new exclusive features. Fast 
sellers for less money. Address Rochester Stoo] 
Co., 392 St. Paul St., Rochester, N. Y. 





SALESMEN WANTED NOW CALLING ON 
the wholesale, hardware, electrical and mill sup- 
ply jobbers to sell most complete and popularly 
priced garage trouble lights. Commission basis. 
Address Black Mfg. Co., 309 Cherry St., Phila., 


Pa. 





SALESMAN NOW CALLING ON HARD- 
WARE and lumber dealers in Indiana. Complete 
line of lock sets and small builders’ hardware. 
Excellent side line. Commission basis. Give ref- 
erences and lines now carried. Replies confiden- 
tial. Address Box D-217, care of Harpware Ace, 
239 W. 39th St., N. Y. City. 





MANUFACTURERS’ REPRESENTATIVES 

TO SELL LINE of builders’ hardware locks, 

etc. State cf Florida and New York State. Kindly 

give nature of lines handled and full details of 

method of operation, trade called on, etc. Address 

oe Sax a of Harpware Acs, 239 W. 39th 
City 


HARDWARE AGE 
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MANUFACTURERS’ AGENTS WANTED, 
CALLING ON hardware and automotive trade, 
to handle a popular-priced line of vises. 
mission basis. Give full particulars, as to lines 
handled, territory covered, etc. Address Box 
D-219, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





SALESMEN WANTED ALL TERRITORIES 
CALLING on hardware jobbers and chain stores 
to sell something new in a transparent household 
cement put up in an unusually attractive display. 
Liberal commission. State references, territory 
and lines now handling. Address Kay’s Chemical 
Products, 88 Fulton Street, N. Y. City. 





WANTED—MANUFACTURERS’ AGENTS 
AND SIDE line salesmen calling on retail hard- 
ware, paint, department stores, to sell two new 
Razor Blade Scrapers that carry extra blades in 
handle. Scrapers are of heavy gauge steel with 
positive lock to any of its six adjustable positions. 
Address F. B. Williams Company, 507 East 
Pershing Road, Chicago, Ill. 


MANUFACTURER, ESTABLISHED 50 
YEARS, DESIRES salesmen now calling on 
hardware jobbers, hardware retailers and lumber 
dealers. Attractive, low priced items of cabinet 
hardware. Exclusive territories granted on com- 
mission basis. Must cover regularly the territory 
applied for. State fully lines you now carry. 
Address Box D-224, care of HARDWARE AGE, 239 
W. 39th St., N. Y. City. 











WANTED A LINE OF BUILDERS’ HARD- 
WARE for Southeastern States. Address Box 
D-227, care of HarpwarE AGE, 239 W. 39th St., 
N. Y. City. 


AGGRESSIVE MANUFACTURERS’ AGENT 
NOW in the east to secure California represen- 
tation for exclusive lines to hardware and lumber 
dealers and jobbers. Amply financed. Excellent 
warehouse facilities. Address Box D-221, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 








BUILDERS’ HARDWARE SALESMEN 
WANTED TO sell our line of brass, bronze, 
aluminum railings, fittings, bar fixtures, thresh- 
olds, grilles, metal letters, signs, bulletin boards, 
directories, etc. Commission basis. Write for 
details and literature. Newman Brothers, Inc., 
680 W. 4th St., Cincinnati, Ohio. Established 
1882. 





NATIONALLY KNOWN MANUFAC. 
TURER. ESTABLISHED IN 1865, desires 
salesmen. now calling on retail hardware trade. 
to take on additional line on commission basis 
Exclusive territory offered; several good terri- 
tories open. Salesman must be covering territory 
applied for regularly. Address Box D-101, care 
of Harnwarr Ace. 239 W. 39th St., N. Y. City 





SALESMAN CALLING ON HARDWARE, 
SPORTING GOODS, syndicate 5/1.00 stores and 
jobbers. Nationally known “Rock Cement.” All 
territories open. Drawing account after one month 
of proven results. Our adhesive cements on the 
market since 1900. Send complete details and 
lines now carrying. Address Magnet Cement & 
Dressing Co., Box 12, Primos, Pa. 





ESTABLISHED MANUFACTURER’S 
AG ENT CALLING ON hardware, electrical, 
automotive and plumbing trade in the intermoun- 
tian territory, desires connection with one or two 
good volume lines for jobbers. Address Box 
1D-214, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 


WANTED—REPRESENTATION OR _ DIS- 
TRIBUTORSHIP THROUGHOUT New Eng- 
land. Best of credit references. Have live follow- 
ing in wholesale and retail hardware and plumb- 
ing supply houses. In position to warehouse stock. 
Address Box D-215, care of Harpware Acer, 239 
W. 39th St., N. Y. City. 








MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J 
Epstein, 815 Central St., Kansas City, Mo. 





BUSINESS OPPORTUNITY IN PHOENIX, 
ARIZONA. One of the leading hardware firms 
in Arizona for more than forty years. Stock con- 
sists of hardware and housewares, pipe, pumps, 
engines, motors, Frigidaire and General Electric 
Refrigerators, Gas and Electric Ranges, Oil Burn- 
ing Heaters, etc. Sales for fiscal year ending 
July 31, approximately one hundred ten thousand. 
Will sell in its entirety or less than control. Not 
interested in less than Fifteen thousand invest 
ment. Address Box D-222, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 





FOR SALE. GOING BUSINESS IN Michi- 
gan. All staple stock, new merchandise, consist- 
ing of beautiful line of lighting fixtures, wiring 
supplies, linoleums, full line of paints, wall paper, 
window shades. All merchandise bought on a dis- 
tributors basis. Very good buying connections 
Inventory approximately $8,000. Can reduce stock 
somewhat to suit your needs. This must be a casb 
proposition. Very good wholesale business in the 
electrical line. You are in a position to meet or 
undersell any competition. Business good for $30. 
000 annually. Room for addition of fast-selling 
hardware items. Store in town of 18,000 popula- 
tion. Downtown location. Reason for selling, 
health. Address Box D-192, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 














RESPONSIBLE PRODUCING SALESMAN 
WITH FOLLOWING DESIRES ADDITIONAL 
MANUFACTURERS’ LINES, CONTACTING 
BETTER CLASS HARDWARE _ DEALERS, 
DEPARTMENT STORES, PLUMBERS, LUM- 
BER YARDS. TERRITORY LOUTSIANA, 
MISSISSIPPI. SOUTHERN ARKANSAS, 
EAST TEXAS; TRAVELING REGULARLY 
BY CAR AT OWN EXPENSE. WHAT HAVE 
YOU TO OFFER? NO GADGETS. ADDRESS 


14474 LAFAYE ST.. NEW ORLEANS, LA. 





FOR A MAN WHO WANTS TO SHARE IN THE PROFITS! 
Having arranged to represent European manufacturers 
of products which are distributable through the hard- 
ware trade, we are seeking a man who can secure such 
distribution by hardware jobbers and retailers through- 
out the United States. We offer no salary or drawing 
account—the man must believe in his ability to build 
a big business on a liberal profit-sharing arrangement 
because of his thorough acquaintance with the trade. 
To this man we offer a oer ag association 
Address Box D-216, care of HARDWARE AGE 
239 W. 39th St.. N. Y. City 














A “Classified Advertisement” In Hardware Age 
Will Be Read By the “Class” 


For securing desirable Sales Representatives, Sales Accounts, or for Busi- 
ness Opportunities of any kind use the Classified Opportunities Section 
of Hardware Age, which covers the Hardware Trade thoroughly. 


Hardware Age will tell your story to the right “CLASS” — 
greatest number of Hardware readers of any hardware paper and is noted 
for securing quick, tangible RESULTS for its advertisers. 


Send your copy with remittance to— 


NOVEMBER 3, 1938 


HARDWARE AGE 


CLASSIFIED OPPORTUNITIES DEPT. 


239 West 39th St., (4 Chilton Publication) New York, N. Y. 


® 


A.B.C.—Charter Member—A.B.P. Inc. 





You Want to Reach— 


reach the 














The Dash (—) Indicates that the Advertisement Does Not Appear in This issue 





A 


Abrasive Products, 
Acme Steel Co. 
Aladdin Industries, 

Allen Mfg. Co., The 
Be Ts. Gn cc ccccccece 
Aluminum Goods Mfg. Co. 

American Chain & Cable Co., 
American Chain Div. 
American Fork & Hoe Co., 
American Hardware Corp., 
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Razor Corp., 


Razor Corp., 


American Safety 
zem Div. 
American Safety 
Gem-lectric Div. 
American Screw Co. 
American Steel & Wire Co..... 
American Thermos Bottle Co.. 
Ames, Baldwin, Wyoming Co.... 
Animal Trap Co. of America 
Arcade Mfg. Co. 
Archer-Daniels-Midland Co. 
Armstrong Bray & Co. 
Armstrong Bros. Tool Co. 
Atkins & Oo., FE. C. 
Automatic Products Co. 
Avery Adhesives 


Ballonoff Metal Products 
Bassick Co., The 
Behr-Mann'ng Corp 
Bemis & Call Oo. 
Benjamin Franklin Hotel 
Bernz Co., Inc., Otto 
Bethlehem Steel Co. 
Blaisdel Pencil Co. 
Bommer Spring Hinge Co. 
Borg-Warner Corp. 
Boston Woven Hose & Rubber Co. 
Brearley Co., The 
Brown Corp.. W. R. 
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Buckeye Aluminum Co., 
Budd Mfg. Co., Edward G. 
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Carborundum Co., The 
Carnegie-Illinois Steel Corp. 
Carrollton Metal Products Co... 
Casein Co. of America, Inc. 
Central Commercial Co. 
Champion Hardware Co., 
Cheney Hammer Corp., 
Chicago Lock Co. 
Chicago Spring Hinge Co. 
Chicago Wheel & Mfg. Co. 
Chisholm-Ryder Co., Inc. 
Clayton & Lambert Mfg. Co. 
Clemson Bros., Inc. 
Cleveland Brass Mfg. Co. 
Cleveland Wire Spring Co., 
Clover Mfg. Co. 
Coburn Trolley Track Co. 
Coleman Lamp & Stove Co...... 
Collins Co., The 
Columbia Steel Co. 
Columbian Rope Co. 
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Connecticut Valley Mfg. 
Continental Steel Corp. 
Cook Co., The H. C. 
Corbin Cabinet Lock Co. 
Corbin, P. & F. 
Corbin Screw Corp., The 
Crescent Tool Co. 
Cross & Co., Inc., 
Cycle Trades of America, 
Cyclone Fence Co. 
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Dazey Churn & Mfg. Co. 
DeLaval Separator Co., The .... 
Dempster Mill Mfg. Co. 
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Deniston Co., The ........++++ 108 
Diamond Calk Horseshoe Co. 
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Disston & Sons, Inc., Henry ... 
Domes of Silence 
Draper-Maynard Co, .......++.. 
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Durable Mat Co. 


Eagle Lock Co. 
Hagle Big. Ce. cccccccccccccce 
Eagle Rule Mfg. Co. 
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Edmont Mfg. Co. 
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Electrite Fence Co. 
Empire Level Mfg. Co. 
Enterprise Mfg. Co. of Phila. 
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Farm Journal 
Faultless Caster Corp. ........ -— 
Florence Stove Co. 
Frick-Gallagher Mfg. Co. 


Gardex, Inc. 
Gardiner Metal Co. 
yem Div., American Safety Razor 
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Gem-lectric Division, American 
Safety Razor Corp. ........- 


General Electric Co., Clocks 

General Electric Co., Lamp Div. 
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Gillette Safety Razor Co. 
Glass Coffee Brewer Corp. 
Glynn-Johnson Corp. 
Goldsmith Sons, Inc., The P. 
Gray & Dudley Co. 
Greenfield Tap & Die Corp. 
Greenlee Tool Co. 
Griffin Mfg. Co. 


Hamilton Beach Co. 
Hamlin Metal Products Co. 
Hanson Scale Co. 
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Heller & Co., W. C. 
Heller Bros. Co. 
Hindley Mfg. Co. 
Hoppe, Inc., 
Horton Manufacturing Co. 
Hotel Benjamin Franklin 
Huenfeld Co. 


Independent Lock Co........... 
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Indiana Steel & Wire Co...... 


Ingersoll Steel & Dise Div., Borg- 
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The 


Jennings Mfg. Co., The Russell. 
Jones & Laughlin Steel Corp... 
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Keene Machine Co., O. S...... 
Keil & Son, Inc., Francis...... 


Kelly Axe & Tool Works of 
American Fork & Hoe Co.... 
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Keystone Steel & Wire Co...... 
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Lamson & Sessions Co......... 

Landers, Frary & Clark....... 
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Little Giant Mfg. Co........... 
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Lowe Bros. Co., 
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Moore Push Pin Co...........-. 
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Murray-Ohio Mfg. Co., The..... 
Myers & Bros. Co., The F. E... 


N 


National Brass Co............. 
National Mfg. Co......ccccceee 
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Nicholson File Co......ccccece 
Northwestern Steel & Wire Co... 
Norton Abrasives 
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Patent Novelty Co.........+++. 
Peck, Stow & Wilcox Co., The.. 
Perfection Stove Co............ 
Peters Cartridge Div. Remington 
Arms Co., 
Pittsburgh Plate 
(Pennvernon Div.) 
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Pittsburgh Steel Co............ 
Precision Engineering Co....... 
Premax Products 
Porcelain Products, 
Progressive Mfg. Co., 
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Quinn Wire & Iron Works...... 
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Robertson, Arthur R.......---- 
Rochester Sash Balance Co.. 
Rogers Isinglass & Glue Co..... 
Ruby Chemical Co.......-.-.---+ 
Russell & Erwin Mfg. Co....... 
Ryerson & Son, Inc., 
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Samson Cordage Works........ 
Sand’s Level & Tool Co......... 
Sandvik Saw & Tool Corp....... 
Schacht Rubber Mfg. 
Schaefer Brush Mfg. Co........ 
Schalk Chemical Co.......-...+ 
Schatz Mfg. Co......++-++ee0- 
Schlueter Mfg. Co.....-....-++ 
Segal Lock & Hardware Co., 
Sentinel Radio Corp.........-- 
Shapleigh Hardware Oo........ 
Sheffield Bronze Powder & Stencil 
Co., Ine. 113 
Shelby Cycle Co., The.........-- 
Sherman Mfg. Co., 
Sherwin-Williams Co., 


Skat Co., The 
Signal Electric Mfg. Oo......... 


Simplex Mfg. Co... ...csccccere 
Smith, Inc., Landon P.......... 104 
Smith & Son, Inc., Seymour.... 
Bees Mig. Cd...cccccccccescece 
Speedway Mfg. Co.........+++5 
Standard Electric Mfg. Corp... 
Standard Steel Products Co..... 
Stanley Rule & Level Plant.... 
Stanley Works, 
Star Heel Plate Co...........- 
Stearns & Co., E. ©.......e0e0¢ 
Stensgaard & Asso., Inc., W. L. 
Sun-Glo Lamp Works, Inc....... 
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Taylor Instrument Cos........- 
Tip-Top Products Co........... 
Triplewear 
Triplex Screw Co., The........ 
Turner, Day & Woolworth Handle 
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Union Fork & Hoe Co., The.. 
Union Hardware Co.......-...++ 8 
United States Electric Mfg. Corp. 
Cupet States Rubber Products, 


m, a Steel Comp... ccccccesece 14-15 
United Stove Co.......-+...065 
Universal Equipment Co........- 
Utica Drop Forge & Tool Corp... 


Vv 
Co., 


Vaughan Novelty Mfg. Inc. 
Vichek Tool Co., The 


Vonnegut Hardware Co......... 


w 
Wabash Appliance Corp........ 
Wall Rope Works, Inc......... 
Ward Mfg. Co....ccrcccsccsses 
Warren Tool Corp........-+++5 
Washburn Co., 


Western Retail Implement and 


Hardware Association, The... 16 
Westfield Mfg. Co., The....... _ 
Wickwire Brothers ..........--. 7 
Winchester Repeating Arms Co. 115 
Woodruff & Sons, F. H........ _ 
Wood Shovel & Tool ©o........ 20 
Wooster Brush Co.....-...+... 2 
Wright Steel & Wire Co., G. F.. 

Y 
Yale & Towne Mfg. Co., The... 1 
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TURNERDAY HANDLES 
Gor Striking Tools 


Trademarked and Grademarked for 


TURNER, DAY & WOOLWORTH HANDLE CO., INC. 


oi 


a : “ ay 
Your Protection . . For Catalog, Write 
LOUISVILLE, KY., U.S.A. 








The Thomsen STRAP PULLER 


. Tool of 1000 Uses! 
NDS all trouble in strapping 


concrete forms, packing 
crates and boxes of all kinds. 
Easy to use. Saves time. Elimi- 
nates accidents—smashed -fingers, 
etc. Does a better job. Indis- 
pensable in every strapping room. 
Strongly made to give long ser- 
vice. Quickly pays for itself in time saved. Four sizes. 
WRITE FOR DESCRIPTIVE LITERATURE and PRICES. 


REPRESENTATIVES WANTED—Some territories open. Write er wire for 
particulars. 


PRECISION ENGINEERING COMPANY 


Thomsen Tool Dept. 





43rd Millcreek Kansas City, Mo. 


NEW - 
RubyFluid Counter 
Display Carton! 


Individual Home Work Shop size 
packages of Rubyfluid core Solder, 
Rubyfluid Soldering Paste or Ruby- 
fluid Liquid Flux, sells itself in the 
new attention-getting, eye-appealing, 
red, white and blue counter Display 
Cartons; these silent salesmen cut 
selling resistance to a minimum. 


Order Rubyfiuid Products from your 
jobber or write direct . . . they’re 
priced to give you top profits. 


The RUBY CHEMICAL Co. 
58 McDowell St. Columbus, O. 

















For Idering 
ACID CORE SOLDER 


















ORIGINAL 
MAYDOLE HAMMERS 


Now Backed by The Engineering, 
Production and Merc andising _ 
Skill of MAYHEW 






i 








MAYDOLE HAMMERS for 

100 years have been recognized 
as the finest line of hammers in the 
world. Featuring the famous Adz Eye 
originated by — Every hammer 
is perfectly balanced. Order from 
your Jobber Salesman. 


SOLD EXCLUSIVELY THROUGH WHOLESALERS 


MAYHEW STEEL PRODUCTS, Inc. 
SHELBURNE FALLS, MASSACHUSETTS 


TURN YWser Preference 
SS INTO PROFITS 


Cash in on Gardiner Acid-Core Solder’s eut- 
standing reputation for dependability and econo- 
my. tits high tensile strength and consistent 
savings in time and material win and held farm- 
ers, mechanics, householders, garages and other 
i, 5 and 20-pound spool buyers. The famous 
Gardiner Repair-All Household Package . 
priced to meet chain store competition with a 














full mark-up . 1 brin = the eream of the big home market. Order Gardiner 
Solder by name wie po 4 


her User preference assures record sales and pro’ 





4821 So. Campbell Ave., Chicago, Ill. 











Make Extra Profits . from jn new, un- 
expected market in YOUR town! Every 
home, store, public building WANTS 
* worn, splintered floors resurfaced. YOU 
can RENT the Lincoln-Schlueter Speed-O- 
Lite for a $5.00 daily rental . . and 
‘ ’ SELL $8 to $10 worth of sandpaper, 
‘were =paints, varnishes. in addition! 


COLLECT MONEY FOR FIVE DAYS ON 


SPEED-O-LITE RENTALS 


Under Sensational Free Trial Offer 
4 this opportunity NOW. Be the first and only dealer 
your town offering Sander Rental Service. Get the 
Bpecd-0-Lite on trial . . . RENT IT for 5 days on our 
Free Trial Offer! Other dealers made up to 
$150.00 monthly increased sales and rental fees. 
You too. Write quick. Get details NOW! 


LINCOLN-SCHLUETER 
















FLO @ Biews PE MERY COMPANY. TRS 
212 WEST GRAND AVENUE CHICACO, ILLINOIS 








GREATEST ALUMINUM PAINT VALUE 


ever offered the Trade! 








Two compartment 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish . 
Bronzing Liquid. 
Ready Mixed Alu- 
minum Paint made 
with Aluminum 
Paste. The most 
perfectly balanced 
Ready Mixed Alu- 
minum Paint that will not tarnish or con- 
geal in the can. 


Order from your jobber. Jobbers: Write! 
SHEFFIELD BRONZE POWDER & STENCIL CO. 
3000 Woodhill Road @ Cleveland, Ohio 
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Good Window Displays « « « 


Do you realize that no one factor will draw oom to your store 
like attractive window displays of P 





Hardware Age is continually reproducing such window displays— 
its representatives are always on the lookout for new ideas. 


HARDWARE AGE, 








239 West 39th Street, New York City 


And many dealers who require their own copy of Hardware Age 
o- it highly profitable to subscribe to e.tra copies for their sales 
lorce. 

The cost, $1.00 per year, is returned over and over in better 
windows and increased trade. 

















NOVEMBER 3, 1938 


113 














CEMENT MIX 


EADY-MIXED cement in handy quart cans, 

only 15¢ quart, or 2 for 25c, at all hard- 
ware stores. Always fresh, and ready to repair 
sidewalks, fish pool, garden wall, cement floors, 
foundations, basement, curbs, stucco. 


THE SKAT CO., HARTFORD, CONN. 


Yew ! 
Distributors genset gold Help : 


WANTED 
Write Today 











To completely satisfy your customers, ask your jobber for COLUMBIAN 
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Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbi Rope C pany, Auburn, “The Cordage City”, NLY. 








WATERPROOFED - GUARANTEED 














THE McCORMICK SALES CO., BALTIMORE, MD. 





Genui"® TOMES & SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 
E 30c SET-10c SET-10c SET SAVE FURNITURI FURNITURE 


: & thei: al CREATE QUIET 
e => Name enc 
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iiaees of Silence 
Rubber Cushion Glides 


Tile. Marble 
its and all furnit 


Ask your Jobber. If he is not supplied write to 

















Standard every- 
where because made 
of plenty of new live rub- 
ber that stays alive. Doesn’t 
dry out. Extra adhesive. 4 sizes 
—#1, #2, #4 and #8. In dis- 
play containers, as shown. 


Carte 


BOSTON WOVEN HOSE & RUBBER CO., Ran Ay Mass. 











DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 
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JOB WANTED! 


No Pay --- No Time Gf! 


Here’s an alert “file salesman” willing to work without 
pay in your tool department — all day, every day. Scores 
of dealers recommend him for sales ability and the skill 

; that “trades up” a price customer into 
a buyer of quality files. Ask your job- 
ber for the No. 46 Display Unit for 
Nicholson or Black Diamond Files, and 
put this “salesman” to work to-day! 
Nicholson File Co., Providence, R. I. 
U.S.A. Canadian Plant, Port Hope, Ont. 








PATENTED 


HARDWARE AGE 























SUNSET FINISH 
FIXT-FOCUS SPOTLIGHT 


ETTING a new pace in beauty of design and finish... 

a new standard of perfection in handy light service... 
the new FIXT-FOCUS spotlight gives you an ace trump 
for quality flashlight leadership. 

Out far ahead in eye-appeal . . . still farther ahead in 


useful service with its full volume, long range, brilliant 
beam. And at the same time a practical indirect floodlight 
for use at close range. 

Here’s a real builder of flashlight sales for steady day- 
in-and-out selling, PLUS, a tailor-made Christmas gift 
item for your trade that wants the best in exquisite styling 
at moderate price.. 

And Winchester backs it up with the magnetic sales-starting dis- 
plays illastrated below. Eye-stopping 40” x 26” ten-color cut-out, 
dramatizing the beauty and service of this light. Separate cut-out 
on batteries. And distinctive display containers in which the lights 
themselves come to you. 

All supplied with six 2-cell “Sunset Finish” Fixt-Focus lights in 
Si-Me twin display, three 3-cell in new ladder display, and 48 Win- 
chester Long Life Super Seal batteries. 

Order this special Combination Offer No. 711 (complete with 
Free display pieces) today. 


Retail Value $15.75 Dealer's Suggested Cost $10.24 Your Profit $5.51 


Ask Your Jobber’s Salesman for Complete Details 


















ntaining Striking FREE Window 





, No. D-0828 Display Pack- Wo. D-0818 Display Pack- Colored display +o: t 
i Large FREE [0-color window display featuring new Win- 48 No. {511 Winchester Display featuring Winches- 


age containing 3 No. 0828 age containing 6 No. ; 
three-cell Spotlights. 0818 two-cell Spotlights. chester Fixt-Feeus Spotlights and Super Seal Batteries. Super Seal Batteries. ter Super Seal Batteries. 














NOVEMBER 3, 1938 





1543-Suppieicns MWETY-FIVE YEARS OF HONORABLE SERVICE~1958 


(SHAPLEIG 


ESTABLISHED 1843 
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STOCK OF TOOLS IS COMPLETE 
eel E/EROUW RESALE SIMIAN ET 


“DIAMOND EDGE 1S 4 QUALITY PLEDGE” 
SHAPLEIGH NATIONAL SERIES No. 2204 HARDWARE AGE 








